magazine for Radio and TV advertisr 




50c per copy • $8 per year 




Weaver's in the driver's seat ! 

KCBS' Bill Weaver not only delivers more potential 
customers than any of his early morning 
competitors in San Francisco (source: Pulse) ...he 
drives home more sales as well (source: his sponsors). 

Witness this letter from an agency which places 

several automotive accounts on KCBS: 

"Weaver has produced such excellent results that this 
agency's faith in radio has reached a new high. With only 
6 announcements, for example, Weaver sold $800 worth 
of auto seat covers. Similar results were reported on items 
ranging from $1 polish kits to $49.50 radios. 

"Another account has used Weaver for over 2 years 
with gratifying results. Daily checks made at all locations 
show that Weaver is one of our top buys. He has an 
audience that's almost fanatical in its loyalty to him!" 

No matter what you sell (other long-time Weaver 
sponsors : Hostess Cup Cakes, 3 years ; Bayer Aspirin, 
3 years; Durham-Enders Razors, 2 years), Bill Weaver 
can speed up your sales in Northern California. 

For a winner every time, just contact KCBS or your 
nearest CBS Radio Spot Sales office. 

San Francisco • CBS Owned • 50,000 watts KCBS 






BROWN & WILLIAMSON TOBACCO CO. does 



A COMPLETE JOB. 



SO DO HAVENS AND MARTIN, Inc. STATIONS 



WMBG 
WCOD 
WTVR 




tatK>i 



FIRST STATIONS OF VIRGINIA 



Talkin'est penguin in captivity is one Willie 
the Kool cigarette penguin. His two favorite 
words— "Smoke Kools!" Willie symbolizes the 
excellent product that Brown and Williamson 
Tobacco Corporation manufactures for smokers 
who like a cool, clean tasting cigarette 

In Virginia WMBG, WTVR and WCOD are symbols 
for the best in broadcast entertainment and public 
service. These Havens & Martin, Inc. Stations 
were pioneers in serving the rich Virginia market 
around Richmond. They have built a loyal, 
responsive audience that comes only with long 
years of service. Try them and see just how 
responsive this audience can be for you.' 



WMBG WCOD fm WTVR 1 



Havens & Martin Inc. Stations are the onfy 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV, Inc. 
WMBG represented nationally by The Boiling Co. 
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Ciga rette 
film clips 
undergoing 
surgery 



Soapers rush 
to change 
rinse claims 
in TV films 



Sports eds 
back up 
DuMont's 
charges 



DCSS critical 
of preemption 
clause 



Kroger chain's 
point-of-sale 
study report 
in works 



N. Y. baseball 
magnates 
hopeful about 
TV policies 



Producers of filmed commercials are enjoying special windfall from 
latest ruling by FTC against cigarette advertising involving claims 
one brand is less irritating than another. Rush is on among agencies 
involved to make copy conform with ruling by 1 January. Necessitates 
revising films in production and already on air. Some agencies are 
also removing "doctors" from film clips. 

-SR- 

Additional unexpected source of income for filmed commercial producers 
comes from changes in clips used by FAB (Colgate), Tide (P&G) , and 
Surf (Lever). Result of order from FTC to abandon claim these deter- 
gents wa sh clothes as clear without rinsing as with rinsing. Revi- 
sion costs will run into hundreds of thousands of dollars. 

-SR- 

Dr. Allen DuMont's attack on NCAA's policy toward televising football 
games has drawn strong support from sports editors all over country. 
Dominant sentiment in that quarter: Dr. DuMont has valid point when 
he charges NCAA's restrictions to "game of the week" add up to monop- 
oly. NCAA denies it is on defensive, but opinion in advertising 
circles is that attacks will now snowball to point where NCAA will be 
compelled to revise policy for 1953 season radically. 

-SR- 

Media department of Doherty, Clifford, Steers & Shenfield has raised 
objection to one provision in 4 A's standard contract form for spot 
TV. This is clause dealing with st ation substitution of public-ser- 
v ice event for scheduled program. Upsetting to DCSS is this: Under 
provisions of 4 A spot radio form, station is required to compensate 
sponsor of cancelled show for talent regardless of whether substituted 
program is sponsored or sustaining; but in spot TV contract liability 
only applies in case substitute show is sponsored. 

-SR- 

What could be most provocative study to date of media effectiveness 
at point-of-sale will likely become available around end of December. 
It's joint undertaking of BAB and Kroger grocery chain. Draft of 
findings has been in Kroger's possession for several weeks. Kroger 
is expected to take until mid-month before issuing approval. Kroger 
study used ARBI technique wherein newspaper and radio ad effectiveness 
are compared on dollar-f or-dollar basis. 

-SR- 

New York major league teams anticipate no startling policy changes on 
baseba ll televising to come from meetings of American and National 
League moguls in Phoenix next week. Yankees, Dodgers, and Giants feel 
sure St. Louis teams' plea that they participate in Eastern teams' TV 
revenues will be turned down. Another issue on agenda: request by 
New York teams to televise some of games on road. 
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Cigarette 
leader did 
$814 million 
in 1951 

Farm paper 
may resume 
net radio 
in 1953 



Formalizing 
UPT-ABC 
merger faces 
new hurdle 



Agencies 
think nets 
will settle 
with AFTRA 



Campbell 
testing 
radio spot 



P&G's second 
effort with 
dentifrice 



DuPont frowns 
on Navy show 
in alternate- 
week slot 



Net sales for R. J. Reynolds Tobacco Co., one of radio-TV's top ac- 
counts, jumped from $ 615 , 104 , 504 t o $8 14,216,968 in period 1946 
through 1951. Source: Dun & Bradstreet study for Time, Inc. SPONSOR 
did case history on company in 21 April 1952 issue. 

-SR- 

Though it terminated its Louis Broxfield Saturday morning show on MBS 
29 November "Successful Farming" (Meredith Publishing Co.) expects to 
affiliate itself with a not h er fa rm program s o meti m e in 1955. Brom- 
field show, for which Meredith paid only production costs, was bud- 
geted for just 15 weeks. It was first time farm paper used network 
radio. Meredith's comment: "Response was gratifying and well served 
our purpose — help establish leadership in farm publication field." 

~SR- 

UPT-ABC merger still faces big hurdle. CBS, Inc. is insisting $6 
million it has contracted to pay the merged company for WBKB, Chicago, 
be put in escrow pending settlement of Zenith's bid for WBKB ' s Channel 
2. UPT won't accept anything but cash payment. Question facing FCC: 
whether to approve merger right away and permit UPT-ABC to operate 2 
Chicago stations (other is WENR-TV) for interim or defer approval of 
merger until it has disposed of Zenith's petition. In event it acts 
on first alternative CBS is expected to make legal hay over fact FCC 
rules bar ownership by anyone of 2 stations in any one market. 

• SR- 

Agency conferees who have been negotiating with AFTRA on new TV terms 
see little possibility of talent union going through with threatened 
strike. They expect one of major networks at 11th hour to sit down 
with AFTRA and work out settlement which will give union more or less 
the 20% increase it is demanding. Another concession would be agree- 
ment on dues check-off system. 

-SR- 

Campbell Soup will probably convert goodly portion of billings saved 
from cancellation of CBS Radio "Club 15" to spot radio campaigns. 
Compton has already under way s po t test on pork and beans and tomato 
juice brands. Campbell has been consistent network customer but 
rarely in spot during past years. 

-SR- 

Procter & Gamble making second stab at toothpaste field with product 
called Gleem ; account is going to Compt on. Test on new product was 
recently completed in Indianapolis. P&G last entered dentifrice field 
with liquid product, Teel, which was abandoned after costly try. 

-SR- 

Reason why NBC's "Victory of Sea" series is not spotted at 8:00-8:50 
p.m. Thursday where network had plans for it: DuPont as occupant of 
same period with "Cavalcade of America" on alternate weeks objected 
strenuously. DuPont said it had been for years seeking to dissoc i ate 
itself from mu ni tions busin ess in public's mind and presence of war 
film in same spot on alternate weeks would serve to undue its success. 
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Mumbo -Jumbo 

or Merchandising? 

You pays your money and takes your choice 

WMIL has never believed in — and never practiced — the kind of mumbo-jumbo that 
went by the name of "merchandising" but wasn't. We never believed that keeping 
an account executive happy by going through the motions, was a good substitute 
for building audiences. We still hold to that idea. 

But, beginning January 1st, food advertisers on WMIL will receive, without extra 
charge, the active cooperation of the Krambo Stores — a chain of giant super-markets, 
whose annual volume exceeds $3,000,000 per store. 

They will share in over 400 announcements per week, will each receive stack displays 
in every store, will obtain space in the store's newspaper advertising, shelf displays, 
window streamers. 

In short, good food advertising on a good radio station will, as always, create de- 
mand. But the WMIL food merchandising plan will turn that active demand into 
positive active sales through the most aggressive chain of food markets in Milwaukee. 

That's what we call merchandising. That's why we're doing it. Ask any Forjoe office 
for the details. 



WMIL 



• • m m 



means 



Mil WAUKEE 



REPRESENTED &Y FORJOE 
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ARTICLES 



DEPARTMENTS 



II o i f T\ sponsors slopped taking program risks? 

'Play-it-safe" philosophy pervades many agencies today. Rather than launch 
new shows in costly TV sweepstakes, many clients would like to buy into alternate 
week of existing top-rated programs and insure big audience 23 

Wrigley's 25 years in radio: Part 11 

For perspective on gum qiant's sales position, article this issue rounds up 
advertising strategy of chief Wrigley competitors. Among them: American 
Chicle which is shooting up fast with heavy air expenditures; Beech-Nut, only 
major gum advertiser not on air, and now losing ground !■»;■» 

CBS Radio Spot Sales celebrates 20 gears of sell 

Two-decade anniversary of CBS radio rep organiiation falls on 6 December. 
Here's story of notab'e milestones in development of research-based selling 
of spot radio out of which came benefits to clients, industry 

Ulutnal of Omaha spends 6*5% of budget on air 

Bob Considine show on radio and TV costs accident-and-health insurance firm 
some $750,000. One proof of its success is fact that agents themselves respond 
enthusiastically to it, really use firm's program promotion material 

The merchandising problem: a SPONSOR section 33 

I. 0\cr-all look at merchandising' by radio stations 

Strong trend to increased merchandising is giving many admen, station execu- 
tives strong feeling that steps must be taken to evaluate where merchandising 
by radio stations is headed 34 

II. Opinions on incrchandissn"' today Reactions to merchan- 
dising — pro, con, and in-between — vary widely, as these quotes from advertis- 
ing, industry people show 

III. i;*-unplos »f radio station merchandising' In pictures 

and description, here's a run-down of the varied services stations now perform 40 

IV. Itecomiiicndations for the future Suggested improvements 
in merchandising procedure run all the way from "More cooperation from 
agencies with stations is needed" to "Why aren't station efforts more creative?" 
Many stations recommend merchandising shouldn't be done unless it's paid for. 

All shades of opinion are reflected in this round-up 46 



COMING 



U'liwl timebityers should know about TV film 

Tips on the complex questions of rights and contracts which arise when a client 
decides to buy a film package 

IS December 

So yon tvnnt to buy a "tandem" 

A rundown on what the various network radio "tandem" plans entail: costs; 
who's used them; what agencies, clients think of them 

IS December 
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you can do better 
with SPOT- 
much better 




When you place your TV show on a Spot basis, you're on the right track 

for national coverage. You go into markets of your own choice . . . 

find stations clear time more readily. You get uniform and pleasing picture 

quality through film. And you effect savings in time charges — 

enough to cover film prints, their distribution and other costs. 

Get the full details from your Katz representative. 

THE KATZ AGENCY, INC • National Advertising Representatives 

488 MADISON AVENUE, NEW YORK 22, NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO • ATLANTA . DALLAS • KANSAS CITY • DETROIT 
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afternoon ! 



MELODY 




WFBR crack disc 
jockey show — is 
the No. 1 radio 
record show in 
Baltimore in the 
afternoon ! 



Looking for a participa- 
tion show you can brag 
about, instead of having 
to justify? WFBR's 
home-grown Melody 
Ballroom carries more 
audience than any other 
afternoon radio record 
show — more than high- 
cost TV shows! Make 
sure your radio dollar's 
well spent in Baltimore 
—buy Melody Ballroom 
on WFBR. Just ask 
your John Blair man 
or contact any account 
executive of . . . 




sooo watts iim Baltimore mo 




""Ami having writ, moves on . . .'" 

Conies now another year-end. Time for toting up the score, a 
hrief glance backward before plunging ahead. 1952 changed nothing 
in international politics, ever) thing in domestic politics. The busi- 
ness community now looks forward to a more ""sympathetic'" Admin- 
istration. Big agencies, those who were "up to their clavicles in 
politics,"' look forward to all sorts of goodies that maj just drop 
through the transom into their laps. 

*• » * 

Chlorophyll was the great new produet-dream-come-true. There 
were hints at year's-end of counter-blows but this threat apart boom, 
boom, and more boom was the story throughout 1952. Once the 
color of spring, green was now the color of tongues. Baby pants 
were advertised as waterproof and impregnated in chlorophyll! 

« * * 

The American economy was neat but nervous throughout 1952. 
nervous because of the election, nervous because of the many shifting 
values everywhere seen or sensed. America had 504.000 food stores, 
347,000 eating and drinking place?. l!!. o »,()00 gas stations. 115,000 
apparel shops, and 2,900 book stores. Redbook reported 50,000 
prosperous farmers in Iowa had no w ives and Farmer s Almanac 
reported 50,000 American towns had no railroads. 

» * * 

Duane Jones, the agency owner, made big news in 1952 by suing 
nine former employees for "conspiracy" to scuttle his business, 
alienate his clients. When he won. Advertising Age dug up a prece- 
dent case in the Philadelphia courts, circa 1911. when one Howard 
Ireland upon returning from a round-the-world trip for his health 
found his wife had frozen him out of his own agency. He, too. 
had sued, and he. too. had won the case. 

« * * 

Red Channels was a controversy and an embarrassment. Merle 
Miller wrote a book attacking Channels, then found himself roasted 
worst of all In his fellow-liberals who said his documentation was 
sloppy and his prejudice showed almost as bad as Red Channels 
prejudice. The one-time No. 2-in-coinniand of CBS programs. Rob- 
ert Heller, took up permanent abode in Mexico. 

* * * 

1952 was educational television's big opportunity. The Ford 
Foundation monitored all the commercial programs in Manhattan. 
Seymour Siegel of VVNYC travelled 30,000 miles steaming up col- 
leges to get iii on TV channels, while the getting was good. Broad- 
casting called Frieda Hennock "the Joan of Arc of educational TV" 
wdiile the same lady was referred to by the newsletter. Spare & Time, 
as "the sweetheart of Sigma Delta Chi. " 

I Please turn to page 6<i) 
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Your Message On America's 
Highest TV Transmitter 
Now Reaches 87% Of 
Utah's Population! 



■M — v \ 





HIGH! 




Put your product on America's highest TV transmitter, 
and you're on your way to top sales in Intermountain 
America. 9,425 feet high — almost two miles up — it's 
so high an overhead tramway will be used to reach it! 



WIDE! 

You'll get coverage over a wider area than TV ever 
offered you before ... an area which includes 87% of 
Utah's population (not to mention thousands of Idahoans 
and Nevadans), 89.7% of the state's effective buying 
income or $854,491,000! 



HANDSOME! 

That's the word for the profits you will make if you get 
on KSL-TV early ... if you beat the rush ... if you ask 
us or your CBS Television Spot Sales representative for 
details today. 



the new KSL-TV 



CHANNEL 5 
SALT LAKE CITY 

Represented by CBS Television Spot Sales 
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PROGRAM) Latesf 

L KMTV j PULSE 

Vf^F Shows 




KMTV Captures 9 of the TOP 
10 Television Shows in Omaha 

All the precincts have reported, and 
it is another sensational landslide for 
KMTV. According to the most recent 
Pulse survey (October 8-14), KMTV 
carries nine of Omaha's ten television 
favorites. Only the program in the #8 
position among the top ten was lost to 
Omaha's second TV station. Such an 
overwhelming endorsement of popularity 
and programming superiority is seldom 
received by any one TV station. 

KMTV also landed the first three out 
of the top five favorite multi-weekly 
television programs. The average Mon- 
day-thru-Friday ratings for the 10:00- 
10:30 weather - news - sports summaries 
also revealed KMTV's dominance. 

KMTV #2 Station 
10:00 24.3 16.0 

10:15 19.6 15.2 

And for still further proof, KMTV's 
average week-night (6:00 p.m. to mid- 
night) share of audience was a big 61 f /< 
as compared to 3°'/ ( for the second sta- 
tion. 

// is an unsurpassed vote of popularity 
for KMTV. When you place your adver- 
tising campaign, be sure you order the TV 
station with the big audience. Order KMTV. 
Check today with KMTV or your Kat( 
representative for availabilities and further 
particulars . 



AGENCY- PRODUCER TEAM 

Since SPONSOR scooped the original 
story on the American Television So- 
ciety Report, "TV Film Commercials— 
\gency - Producer Relationships," 1 
thought you would like the following 
progress report: 

The American Association of Adver- 
tising Agencies bought 1,200 copies of 
the American Society's report, '"TV 
Film Commercials-- Agency-Producer 
Relations,'" for distribution to its mem- 
bership. The Association of National 
Advertisers also sent out a bulletin 
offering copies to its members. Our 
committee itself, of course, lived up to 
its original promise to send a copy 
of the report to every advertising agen- 
cy or film producer that cooperated in 
the survey on which the report was 
based. The American Television So- 
ciety distributed copies to all its mem- 
bers, and so did the Radio Executives 
Club in New York. (As \ou know, 
these latter two organizations have 
since combined into what is now iden- 
tified as the Radio and Television Ex- 
ecutives Society. Inc.. 25 Vanderbilt 
Avenue. New York 17, N. Y.) 

Times Square Productions. Inc., 
publisher of " I he Handbook of Mo- 
tion Picture Technique for Business- 
men," included a write up of the 
project and reproduced in toto the 
two-page recommended standard film 
production specifications form that 
SPONSOR carried, and. to my pleasant 
surprise. Standard Rate and Data Ser- 
vice is including a write-up and re- 
production of the entire form in its 
forthcoming volume on television. 

In spite of all the distributors listed 
above, the Society and 1 have received 
scores of letters for copies of the re- 
port. The letters have come mostly 
from film producers and advertising 
agencies, but many others have come 
from stations, networks, advertisers, 
associations, and libraries. They have 
come from organizations ranging from 
very small to giants -coast to coast, 
and outside the U.S. — several, espe- 
cially the smaller agencies, expressing 
bow helpful the report has been in 
organizing departments to handle tele- 
vision. 

One of the biggest kicks 1 have got- 



ten is a letter from a film production 
company. Goodwin-International in 
Johannesburg. South Africa. 

The Society is glad to supply a copy 
free to any interested person or organi- 
zation. Several have requested quanti- 
ties up to 25. The Society provides 
these at cost. 

Of course, I have no way of knowing 
how many have adopted the recom- 
mended standard specifications form, 
but more than one producer has al- 
ready notified me that he is doing so. 
The committee will reconvene next 
year to consider any refinements which 
may have proved desirable from actual 
use of the form. Suggestions from 
anybody are welcome. 

Gene Reichert 
Radio-TV Director 
G. M. Basford Co. 
Neiv York 



INTERNATIONAL BASICS 

First of all let me inform you that 
1 did receive on time your Fall Facts 
issue of July 14th in which you in- 
cluded your most interesting "Interna- 
tional Basics." 

I attached so much importance to 
the information provided in so clear- 
ly a manner that I requested of mv 
*ales manager. James Clarendon, to 
pay you a call, together with Alberto 
Martinez of Melchor Guzman, to pro- 
vide you with additional information 
and the correction of a few minor er- 
rors in the data given for the Republic 
of Panama in both radio and press. 

I definitely believe that your interest 
in international markets will, in time, 
amply justify the exacting work of 
compiling data from countries not par- 
ticularly aware of the meaning of sta- 
tistics. It is only because we realize 
the obstacles that you, no doubt, have 
confronted that we are taking the lib- 
erty of giving you up-to-date informa- 
tion on the Republic of Panama. 

In general and although I speak with 
little authority on these matters, your 
publication is. in my opinion, by far 
the one most helpful and of immedi- 
ate benefit to media and agency read- 
ers. When I first tackled commercial 
radio broadcasting, I, of course, sub- 
scribed to every known U. S. publica- 
tion on matters related to my business. 
However, little by little I have been 
eliminating practically every publica- 
tion but yours, which I read with 
(Please turn to page 11) 
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Now 



CHRnnEL. 



on 




We will continue to present the finest enter- 
tainment from all four networks plus outstand- 
ing productions by local sponsors. 

And for the 200,000-odd defense workers and 
others who finish work around midnight we 
have the "SWING SHIFT THEATRE" a mid- 
night-to-morn show which has evoked wide- 
spread approval. 



PITTSBURGH'S First TELEVISION STATION 

WDTV 



DUMONT 



CHANNEL 2 



Note: As soon as transmitter alterations are completed, early in 
1953, WDTV will have six times more power making a Great TV 
Station GREATER. 



HAROLD C. LUND 
General Manager 



CHAMBER OF COMMERCE 
BLDG. — PITTSBURGH 
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sing 

At its best . . . 

* FOR FOOD AND HOUSEHOLD PRODUCTS 




Get full details about W8P 

Merchandising Write for 

your free copy of this book- 
let. Address, Merchandising 
Dept., WIP, 35 South 9th 
Street, Philadelphia 7, Pehna. 



Pioneer of Radio Merchandising in Philadelphia performs the MOST 

COMPLETE MERCHANDISING job in this market— through these two 
outstanding programs. 



Kitchen f{afw/i$ * JSafitj Biddle 



9:15-9:45 A.M. 

MONDAY THROUGH FRIDAY 



* 
★ 
* 
* 



1:15-1:45 P.M. 

MONDAY THROUGH FRIDAY 

HERE IS AN INTELLIGENT MERCHANDISING PLAN RACKED RY FOUR MEN 



WITH MORE THAN 20 YEARS OF MERCHANDISING EXPERIENCE 



RETAIL CALLS 



SPECIAL SALES 




• LETTERS TO CHAIN STORE MOR'Sft BUYERS 
. LUNCHEON HROADCASTS • STORE TIE-IMS 
. PRODUCT DISPLAY AND SAMPLING 



» FOOD PAPER ADS 

. PERSONAL APPEARANCES 



STORE DISPLAYS 




5000 
WATTS 



j 



tftatknal ftefinesentaiives 

EDWARD RETRY & COMPANY, INC. 



PHILADELPHIA'S 
PIONEER VOICE 




610 

l^on dial 



I H E, :M 0 S T COMPLETE MERCHANDISING J 0 B IN PHILADELPHIA 



the greatest of interest, in the certamU 
that 1 shall always find an idea of tan- 
gible constructive value. 

Fernando Eleta A. 

Pres. & Gen. Mgr. 

Radio Programas Continental 



I 



anama 



. R. de P. 



10 TV SECONDS 

1 found the article. ''How to sell in 
10 TV seconds, extremely interesting. 

However, there is one point in the 
article that is misleading. On the ques- 
tion of compliance with FCC rules 
you quote the following: 

"A licensee of a television broadcast 
station shall make station identifica- 
tion announcement (call letters and lo- 
cation ) at the beginning and ending 
of each time of operation and during 
the operation on the hour ... by both 
aural and visual means. Other an- 
nouncements may be by either aural 
or visual means." 

Following is the complete phraseol- 
ogy of Section 3.687: 

"A licensee of a television broadcast 
station shall make identification an- 
nouncement (call letters and location), 
at the beginning and ending of each 
time of operation and during the oper- 
ation on the hour. The announcement 
at the beginning and ending of each 
time operation shall be by both aural 
and visual means. Other announce- 
ments may be by either aural or vis- 
ual means." 

Robert G. Patt 

Adv. & Sis. Promotion Mgr. 

WCBS-TV 

Sew York 



HAWAIIAN RADIO 

I am interested in finding out the 
number of radio and television broad- 
casting stations and the number of re- 
ceiving sets in Hawaii, or more partic- 
ularly in Honolulu. What is the out- 
look for television in Hawaii? Also, 
do you happen to know the number of 
newspapers and their circulation? 

I would certainly be grateful for this 
or any other information y ou can sup- 
ply me about Hawaii. 
Devane Clark 

Planning and Coordinating Committee 

Dr. Pepper Co. 

Dallas 

• For additional radio d ata, chi'**k any of the 
Hawaiian station re)>s listed in International Ba- 
sics, SPONSOR, 14 July 1952. (Also, sec Inter- 
national Report, page 103 in this issue.) 



YOUR POSITIVE AHSW1R 





Preci 
Prints 



MECHANICAL MEMORY . . . 
AUTOMATIC CONTROL 
... NO NOTCHING 

Each individual film has its own 
Printing Control Strip, which de- 
termines printing exposures, filter 
changes (for color) and effects,and 
stores up this knowledge for trans- 
fer to the printing machine itself. 
This Control Strip permits exact 
duplication at any time. 




YOUR ASSURANCE OF 
BETTER 16mm PRINTS 



15 Years Research and Spe- 
cialization in every phase of 
16mm processing, visual and 
aural. So organized and equip- 
ped that all Precision jobs are 
of the highest quality. 

Individual Attention is given 
each film, each reel, each scene, 
each frame — through every 
phase of the complex business of 
processing — assuring you of the 
very best results. 

Our Advanced Methods and 
our constant checking and adop- 
tion of up-to-the-minute tech- 
niques, plus new engineering 
principles and special machinery 



Precision Film Laboratories — a di- 
vision of J. A. Maurer, Inc., has 14 
years of specialization in the 16mm 
field, consistently meets the latest de- 
mands for higher quality and speed. 



enable us to offer service un. 
equalled anywhere! 

Newest Facilities in the 16nim 
field are available to customers 
of Precision, including the most 
modern applications of elec- 
tronics, chemistry, physics, optics, 
sensitometry and densitometry— 
including exclusive Maurer- 
designed equipment— your guar- 
antee that only the best is yours 
at Precision! 



PRECISION 



FILM LABORATORIES, INC. 
21 Wetr 46th Si., 
New York IP, N,Y, 
JU T-3970 
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OUR 30th ANNIVERSARY YEAR 

I 




Engineering Perfection, Ade- 
quate Power and Quality Pro- 
gramming make the right com- 
bination that continues to build 
prestige for WREC — Memphis 
No. I Station. It means listener- 
confidence that clicks for adver- 
tisers, year after year. Today, 
the audience is greater than ever 
before and the cost is 10.1% 
LESS per thousand listeners than 

in 1946. 

i 



! 




REPRESENTED BY THE KATZ AGENCY • AFFILIATED WITH CBS. 600 KC. 5000 WATTS 
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SPONSOR 



New and renew 




1. 



Sew on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


Admiral Corp 


Erwin Wasev 


DuMon t 


31 


Mmeritdn v.nicic v- v 




ABC TV 


60 




■j ell 11 jy I c 






American Oil Co 


Joseph Katz Co 


CBS TV 


24 


American Tobacco Co 


BBDO 


CBS TV 


6 ' 


DIOCK urug V-U 


Cecil & Presbrey 


NBC TV 


60 


Burton Dixie Corp 


Turner Adv 


ABC TV 


12 


Carter Products, Inc 


Ted Bates 


DuMont 


12 


Derby Foods, Inc 


Needham, Louis & 


ABC TV 


62 


Brorby 






Ekco Products Co 


Dancer-Fitzgerald- 


NBC TV 


56 




Sample 






Cemex Co 


BBDO 


CBS TV 


30 


S. C. Johnson & Sons 


Needham, Louis & 


ABC TV 


52 


Brorby 






Walter H. Johnson Co 


Franklin Bruck 


ABC TV 




James Lees & Sons 


D'Arcy 


NBC TV 


17 


Packard Motor Car Co 


Maxon, Inc 


CBS TV 




Packard Motor Car Co 


Maxon, Inc 


DuMont 


24 


Pillsbury Mills 


Camobell & Mithun 


CBS TV 


48 


Snow Crop Marketers 


Maxon, Inc 


CBS TV 


41 


Swank, Inc 


Alfred J. Silberstein, 


DuMont 


2 




Bert Goldsmith, Inc 






Sweets Co of America 


Moselle & Eisen 


ABC TV 


62 


Toni Co | 


Weiss & Celler 


DuMont 


27 


Westinghouse Electric ' 


McCann-Erickson 


CBS TV 


29 



PROGRAM, time, start, duration 



Lite is Worth Living; T 8-8:30 pm; 18 Nov; 52 

Date With Judy; W 7:30-8 pm; 7 Jan; 52 wks 

Years of Crisis; Th 4:30-5:30 pm; 1 Jan only 
Biff Baker USA; Th 9-9:30 pm; 6 Nov; 52 wks 
Kate Smith Hour; T 4:30-45 pm seg; 25 Nov; 39 
wks 

Paul Harvey News; Sun 10-10:15 pm; 16 Nov; 52 
wks 

Drew Pearson; W 7:30-45 pm; 24 Dec; 13 wks 
Sky King; alt Sat 11:30-12 noon; 8 Nov; 52 wks 

Welcome Travelers; M 3:30-45 pm seg; 3 Nov; 9 
wks 

Stork Club; Sat 7:-7:30 pm; 3 Jan; 26 alt wks 
The Name's the Same; alt T 10:30-11 pm; 2 Dec; 
52 wks 

Rootie Kazootie; Sat 10:30-11 am; 3 Jan; 52 wks 
Kate Smith Hour; M 4:15-30 pm seg; 8 Dec; 26 
wks 

Presidential Inauguration; T 20 Jan; 11:30 am to 
cone I 

Rebound; F 8:30-9 pm; 21 Nov, 13 alt wks 
Carry Moore; T 1:45-2 pm; 2 Dec; 52 wks 
Arthur Godfrey Time alt T, Th one wk, M, W 

the next wk; 10-10:15 am; 2 Dec; 52 wks 
Steve Randall; F 8-8:30 pm; 28 Nov; indef no. wks 

Whiteman TV Teen Club; Sat 7-7:30 pm; 22 
Nov, 52 wks 

Down You Go; F 10:30-11 pm; 31 Oct; 5 tele- 
casts, alt wks 
Bettv Furness; F 10:45-11 am; 2 Jan; 52 wks 







2. 



Renewed on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


Aluminum Co of America 


Fuller & Smith & Ross 


CBS 


TV 


45 i 


Carter Products 


Sullivan, Stauffer, Colwell 


CBS 


TV 


48 




& Bayles 








Hall Brothers 


Foote, Cone & Belding 


NBC 


TV 


37 


Kraft Foods Co 


J. Walter Thompson 


NBC 


TV 


45 


P. Lorillard Co 


Lennen & Newell 


NBC 


TV 


39 


Jules Montenier 


Earle Ludgin 


CBS 


TV 


49 


Procter & Camble 


Compton 


NBC 


TV 


47 


Quaker Oats Co 


Sherman & Marquette 


NBC 


TV 


33 


Revere Copper & Brass 


St. Ceo-^es & Keyes 


NBC 


TV 


42 


Skipoy Peanut Butter 


Guild, Bss'om & Bonfigli 


RC 


TV 


33 


C. A. Swanson & Sons 


Tatham Laird 


ABC 


TV 


52 


Sweets Co of America 


Moselle & Eisen 


ABC 


TV 


29 


Welch Crape Juice Co | 


Dohertv, Clifford, Steers & 
Shenfield 1 


NBC 


TV 


45 



PROGRAM, time, start, duration 



4 |an; 52 wks 
|an; 52 wks 



See It Now; Sun 6:30-7 pm; 30 Nov: 52 wks 
I've Cot a Secret; alt Th 10:30-11 pm; 16 Oct 
13 wks 

Hallmark Theatre; Sun 5-5:30 pm; 
Kraft TV Theatre; W 9-10 pm; 7 
Club Embassy; T 10:30-45 pm; 30 Dec; 13 wks 
What's My Line; Sun 10:30-11 pm; 5 Oct; 52 wks 
Fireside Theatre; T 9-9:30 pm; 6 Jan; 52 wks 
Cabby Hayes; M-F 5:15-30 pm; 2 Jan; 26 wks 
Meet the Press; Sun 6-6:30 pm; 4 Jan; 13 wks 
You Asked for It: Sun 7-7:3(1 pm; 7 Dec; 52 wks 
The Name's the Same; T 9:30-10 pm; 9 Dec; 51 
wks 

Tootsie Hippodrome; Sun 12:15-30 pm; 2 Nov; 52 
wks 

Howdy Doody; alt F 5:45-6 pm; 5 Dec; 52 wks 



3. 



Sew National Spot Television Business 



SPONSOR 



Certina Watch Div, 
Illinois Watch Case 
Co 

Elgin-American Div, 
Illinois Watch Case 
Co 

Flako Products Corp 



Cemex Co 



PRODUCT 



Watches 



Compacts, cigarette 
cases, lighters, 
pearls 

Flako pie crust 
mix 



Cemex watch 
bands 



AGENCY 



Frank R. Brodsky, Chi 



Russel M. Seeds, Chi 



H. B. Lequatte, NY 



BBDO, NY 



STATIONS-MARKET CAMPAIGN, start, duration 



20 mkts 



20 mkts 



13 stns, N.Y., Boston, 
Phila, Wash, D. C, 
Baltimore, Pittsb, 
Cleve, Chi, Detr, 
Johnstown 

6 stns: WCBS-TV, 
WABD, N.Y.; 
WCAU-TV, Phila; 
WENR-TV, WCN- 
TV, Chi; KNXT, L.A. 



15 min of half-hour film series, 
Mike Stokey's Hywd Cuest 
Stars; start 18 Nov 

15 min of half-hour film se- 
ries, Mike Stokey's Hywd 
Cuest Stars; start 18 Nov 

10-sec stn breaks; to run thru 
Jan '53 



1-min & 20-sec anncts; 8 wks 
to mid-Dec 



In next issue: New and Renewed on Radio Networks, New National Spot Radio Business. 
National Broadcast Sales Executives, Sponsor Personnel, New Agency Appointments 



Numbers after names 
refer to New and Re- 
ne iv category- 
Paul Gerhold '" (4) 
Donal J. O'Brien (4) 
A, L. Hollender (4) 
/. K. Martindate > (4) 
Mark J. Rollers I (4) 
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\etv National Spot Television itusiness (continued ) 



4. 



SPONSOR 

A C. Cilbert Co 
L^ndes, Frary & Clark 
Levolor-Lorentzen 

Mcnren Co 

National Biscuit Co 
Plymouth Motor Corp 

Bernard U li man Co 



PRODUCT 

American Flyer 
trains; Erec.or 
sets 

)et 99 Unive.sal 
vacuum dearie: 

Venetian blind 
hardware 



Mennen baby 
products 



Nabisco products 
Automobiles 



Princess Plastic 
Place Mats; 
Shelf-'N-Edae 



AGENCY 



STATIONS-MARKET CAMPAIGN, start, duration 



Charles W. h'oyt, NY 64 stns coast to coast 



Crey Adv. NY 



About 12 stns (for 
test) 



Friend -Reiss-McGlone, 
NY 



4 stns: WBKB. Chi; I 
WJZ-TV, N.Y.; 
W GAL-TV, Lancas- 
ter; WSM-TV, 
Nashville 

Crey Adv, NY j 7 stns; WLW-D, 

WHIO-TV, Dayton; 
KMTV, WOW-TV, 
Omaha; WJZ-TV, 
WOR-TV, WNBT, 
WABD. NY. 

McCann-Enckson, NY About 65 mkts 



N W Ayer & Son, 
Phila 



Crey Adv, NY 



All TV cities 



47 stns coast to coast 



15-min film progs; once a wk 
each sin; pre-Xmas cam- 
paign; 6-8 wks 

l~min partic women's shows; 
start Jan '53; about 15 
wks; test campaign 

15-min film series. Short Sto- 
ry Theatre; 13 wks each 
mkt; thru Jan '53 

5-min film show; start 13 & 
17 Nov; 13 wks 



20-sec anncts & stn breaks; 
to run 1 yr thru Sep '53 
($1,000,000 budget) 

20-sec stn breaks; 13 to 17 
on each stn; wk of 20 Nov 
(part of big saturation cam- 
paign incl radio) 

1-min partic women's shows; 
15 wks thru 20 Dec 



Advertising Agency Personnel Changes 

NAME FORMER AFFILIATION 



NEW AFFILIATION 



John Bainondge 
raul Benson 
Henry B.enner 
Watson K Buhler 
Ruth tloise Comer 
James G. Cominos 
Jim Coyle 
Joseph Creamer 
I- red Eggers 
Peter Hnney 
Edward Firestone 
William A. Foxen 
Paul Cerhold 
Donald C. Cill 
Edward D. Cottlicb 
W, Richard Cuersey 
Evan W. Hayter 

Alfred L. Hollender 

Richard W. Holloway 

Ruth Jones 

Frank A. Kearney 

Arlene Koch 

T, W. Koopman, |r 

John F. MacKay 

Anson A. MacLaren 

lames K. Martindalc 
Frank McCord 
Betty McCowan 
Steve Mudge 
Donal J. O'Brien 
Noiman Peteriell 
Edward Ratner 
Irv R. Rill 
Fred L. Rvner 
Peter M. Scutter 
layne Smatfters 
H. Sumner Sternberg 
F. Winslow Stetson 
lames |. Tennvson 
Winsor H. W't-ion. J.- 
Arthur W. Weil 
Robert WplKorn 
Mark I. Wolters 



Walter M^C.cery, Be.e. i/ Hiiis, Cal, radio-TV diri 

Benton & Bowles, Nf, hd media res dept 

CBS, NY, mdsg mgr 

Block Drug Co, NJ, sis & adv mgr 

Russell C. Comer, Kansas City, Mo, partner 

Nccdham, Louis 6 Brorby, Chi, vp 

KOWL, Santa Monica, Cal, asst mgr 

WOR, WOR-TV, NY, prom, adv mgr 

Hixson & (orgensen, LA, copywriter 

Harry B. Cohen Adv, NY, vp 

Radio, TV, movie actor 

Benton 6 Bowles, NY, assoc acct exec 

Foote, Cone 6 Belding, NY, dir of res 

W. Earl Bothwell, NY, vp 6 acct superv 

Foote, Cone 6 Belding, NY, acct exec 

MacManus, John 6 Adams, mgr eastern div 

Goodyear Tire & Rubber Co of Canada, mktg & 

adv mgr 
Louis C. Cowan, NY, partner 
WTRC, Elkhart, Ind, gen mgr 
Benton & Bowles, NY, timebuyer 
W. Earl Bothwell, NY, exec vp 
Benton & Bowles, NY, asst timebuyer 
W. H. Brady Co, Milwaukee, sis staff 
Pedlar & Ryan, NY, vp 

McCraw-Hill Pub Co, NY, adv. sis prom mgr, 

Catalog Div 
Danccr-Fitigcrald-Sample, NY, copy vp 
Cecil & Presbrcy, NY, dir res & mdsg 
Henderson Adv, Creenville, SC, asst timebuver 
Ewell & Thurber Assoc, Toledo, mgr NY office 
Biow, NY, acct superv P&C 
Crey Adv, NY, acct exec 

Product Services Inc, NY, ladio-TV copy chief 
Duane Jones, NY, vp 

Dance'-Fitiaerald-Sample, NY, mgr res dept 

I. Walter Thompson, NY, acct exec 

I. Walter Thomoson. NY, timebuyer 

W. Earl Bothwell, NY, mdsg consultant 

Foote, Cone 6 Belding, NY, vp, acct suoerv 

W. Earl Bothwell, NY. vp & copy chief 

Cecil & Presbrey, NY, acct exec 

Hirshon-Carfield, NY, vp 6 acct suoerv 

U. S. Rubber Co. asst to New Engl distr sis mgr 1 

McMahon-Horwitz Adv, St. Louis, exec 



Holier Co, LA, acct exec 

Same, timebuyer P&C accts 

Friend-Reiss-McClone, NY, acct exec 

V/alter McCrcery, Beverly Hills, Cal, acct exec 

Sam, hd of firm (on death of R. C. Comer) 

Same, dir radio-TV dept 

J. E. Coyle Adv, LA, owner (new agency) 

BBDO, NY, creative & planning staff 

Holier Co, LA, acct exec 

Same, chg radio-TV, memb plans bd 

Lott Adv, Santa Monica, hd radio-TV dept 

Same, acct exec Assn of Amer Railroads 

Same, vp chg res 

Ceyer Adv, NY, vp 

Crey Adv, NY, acct exec 

Philippine Adv Cslrs, NY, exec vo, gen mgr 

McCann-Erickson, mng dir new Canadian offices 

Crey Adv, NY, vp & dir radio-TV 

(uhl Adv, Elkhart, Ind, hd radio & TV depts 

Compton, NY, timebuyer 

Ceyer Adv, NY, vp 

Same, timebuyer 

C. M. Basford, NY, acct exec 

Anderson & Cairns, NY, copy chief 

C M. Basford, NY, acct exec 

Hutchins Adv, NY, vp chg Philco adv 

Same, vp chg res & mdsg 

Same, timebuyer 

Same, vp (hq still NY) 

Same, vp 

Biow Co, NY, acct exec P&C 
Friend-Reiss-McClone, NY, radio-TV dir 
Kastor, Farrell, Chesley & Clifford, NY acct superv 
Sherman & Marquette, NY, dir res 
Foote, Cone & Belding, NY, acct exec 
Cecil & Presbrey, NY, radio & TV timebuyer 
Erwin, Wasey & Co, NY, acct exec 
Sherman & Marquette, NY, vp 
Ceyer Adv, NY, vp 
Same, vo & acct superv 
Foote, Cone & Belding, NY, acct exec 
C. M. Basford, NY, acct exec 
Warner, Schulenburg, Todd & Assoc., St. Louis, 
prod mgr 



5. 



Station Changes (other than personnel ) 



KAB!, Ketchikan, Alaska, new stn, ABC Radio affil 
KJNO, Juneau, Alaska, new stn, ABC Radio affil 
KNOC, Nogales, Ariz, formerly indep, now CBS Radio affil 
WAVE-TV, Louisville, from Channel 5 to Channel 3, power 

increase to 100,000 watts (eff Feb '531 
WDTV, Pittsburgh, from Channel 3 to Channel 2 



W|RD, Tuscaloosa, Ala, new 5,000-watt NBC affil, natl rep 

Wm. C. Rambeau Co 
WMAW, Menominee, Mich, new stn, ABC Radio affil 
WOW-TV, Omaha, power increase, 17.2 to 28 kw 
WRNO, Orangeburg, S. C, from Mutual to ABC Radio affil 

(eff 14 Dec) 

WSKB, McComb, Miss, new natl rep Wm. C. Rambeau Co 



\ umbers trfler names 
refer to Xeu and Re- 
new category 

Irving Hill 
Peter Finney 
I'. U". Stetson 
franl; Met Ord 
Wiii.Htir II. II a I son ( -1 ) 

Fruitk Kearney 
.1. J. Tennyson 
Donald a. Cill 
Henry H rentier 
F.dward Hairier 




PERCENTAGE OF "AT HOME AND AWAKE" 
TIME SPENT USING THE RADIO, WEEKDAYS, 
IN THE HOME ON1Y 




TEEN-AGERS, la TO II 

18.7% 



CHILDREN, 4 TO 11 

32.8% 



The 1952 Iowa Radio-Television Audience Survey 
offers noiv proof of radio's tremendous, penetrating 
impact on Iowa families and Iowa living. 

In the 1952 Survey, each of 1,164 families kept 
an "In-Home Activities Diary", quarter-hour by 
quarter-hour, the day following their interview. 
The diaries showed, among many other things, that 
radio-listening is by far the most dominant activity 
in Iowa homes. Iowa people depend on radio not 
only for recreation and entertainment, but also for 
most of their news, their farm and market reports, 
their home-making hints, their cooking recipes, 
their religious and educational inspiration, etc. 
Radio reflects life, in Iowa. 

Dr. F. L. Whan of Wichita University and his staff 
personally interviewed 9,143 families for the 1952 
Study. Their response has furnished much new 
and authentic data which will be of greatest value 
to every advertising and marketing man who has 
a stake in Iowa. Write today for your copy of the 
1952 Survey — or ask Free & Peters. It will be 
sent you free, of course. 



IOWA 
WOMEN 



SPEND NEARLY 



HALF 

THEIR TIME 
WITH 

RADIO! 



WIKI® 

+/or Iowa PLUS + 

Dc* Moine* . . * 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resideni Manager 



FREE & PETERS, INC. 
National Representatives 
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WHEN 

you 

CHOOSE 

CANADA'S 

FIRST 

STATION.. 



f I R S r 




fan 



Cfirl V. Sehuchtird 

Advertising Manager 
Benson & Hedges 

A couple ot years ago Fortune described the Benson & Hedges 
advertising approach for Parliament cigarettes this way: "It merely 
implies that any citizen who knows enough not to eat with a trowel 
will naturally elect to smoke the gentleman's cigarette.'' And al- 
though Parliament advertising still relies heavily on luxury appeal, 
reason-why, hard-sell copy is making deep inroads. 

Ad Manager Carl Schuchard puts the changeover very simply: 
'Tf we sold Parliaments only to tho.?e people in the top-income bracket, 
we could handle production on just a handful of cigarette machines. 
Instead, we've been gradually broadening the base of our market. 
The use of spot television announcements ha> been a tremendous 
help in this respect. ' 

Parliament sales last year were about 1.3 billion cigarettes, a mere 
bagatelle beside Camel's sales of 111.2 billion units. The important 
thing to Benson & Hedges is that this was an increase of about 
40% over the previous year. 

For the dime extra that Parliament smokers pay, they get not 
only top-quality tobacco and deluxe packaging but a unique built-in 
filter mouthpiece. In the spot TV campaign, the filter mouthpiece 
gets the big play. Starting on a single TV outlet four years ago. 
Parliament's 10-second. 20-seeond. and one-minute announcements 
are now telecast in a dozen markets. 

With just under $500,01)0 to spend on TV (about 10% of the 
total budget). Carl works closely with Benton & Bowles to insure 
that maximum value is wrung out of each ad dollar. "We are using 
a market-by-market approach.*' he says, "developing each market 
along the same pattern. Open the market with newspaper ads. then 
follow up with TV announcements to get that added impact. Indica- 
tive of the faith we put in this system is that we have never pulled out 
of a market nor abandoned IV stations with which wc start. We 
like to use the longer announcement* (one-minute) in the beginning 
to put the filter mouthpiece idea across and get in a good selling 
message. * 

Carl's tenure at Benson & Hedges started in 1940, the year in 
which the decision was made to shift emphasis from Virginia Rounds 
to Parliaments. Prior to his present assignment, Carl worked in 
advertising and sale:- promotion at Consolidated Laundries mid 
Comex Wine & Spirits Co. * * * 




ill. if Population tip 11.4^ 

31 RrUil Salt! up 36.9* 
V FCFUIi tw 

CFCF n 
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SPONSOR 



one of Detroit's 
biggest TV advertisers 



buys 2 hours of 
radio nightly 



exclusively on 



WJBK 



*The Program: "Symphony Hall," presenting symphonies, operas and 
shorter classics, with Bob Murphy as M.C., 11:30 PM to 1:30 AM, Mon. 



thru Sat., 11:30 to 12:00 Mid., Sun. 



TV Alone 

Can't Do The Job . . 
RADIO IS A MUST 
TO COMPLETE 
YOUR SALES PICTURE 



When Rose Jewelers — major Detroit 
TV advertiser — realized this, they 
chose the station that produces 
RESULTS . . . WJBK. Be wise, too! 
Buy WJBK! 




A STORER STATION 
TOPS in MUSIC, NEWS and SPORTS 

National Sales Mgr., TOM HARKER, 488 Madison, New York 22, ELDORADO 5-2455 

Repretenled Nationally by THE KATZ AGENCY 
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JSeic developments on SPONSOR stories 




Here's fljje 
picture in 
the prosperous, 
progressive 
port of Mobile ! 



Metropolitan II940 
Population II4.906 



I95I 
23I.I05 



Increase 
I0!% 



Value Ala. 

State Docks I $20.00(1,000 I $30,000,000 I 50%_ 

Where your 

6esf *%* 

MM 



CALL 



Adam Young, Jr. 

National Representative 

or F. E. Busby 

Cencral Manager 



THEDIAL710 




Mobile, Alabama 





N8C Exploitation sent advance notices to TV stations to plug cabbies' arrival 

SCO: "Five why* to promote TV programs" 

Sssiio: 20 October 1932. p. 10 

SllbjOCt: Inoculated with a fresh approach. 

audience promotion can assume the 
\igor of high-pressure movie hallyhoo 

Can high-powered Hull) wood ballyhoo technique? be used to pro- 
mote radio and TV programs to the public? NBC has been testing 
to find out for the past 10 months — with highly gratifying results. 

Responsible for the exploration is NBC's new exploitation staff. 
An adjunct of the press department, it is headed In Norm Pader, a 
recruit from the ranks of motion-picture exploiteers. Pader was 
appointed by NBC Press V.P. Sid Eiges. 

Pader V basic approach to each show is from two angles: (1 ) Each 
station carrying it receives a kit filled with ideas for tie-ups, contests, 
stunts, other attention-getting devices: (2) a member of the ex- 
ploitation staff is assigned full-time to a particular show throughout 
its campaign, oversees ballyhoo personally in important markets. 

Actually, the type and tone of each campaign depend on the nature 
of the show. One program might require a dignified approach in- 
volving cooperation with schools and civic groups: another (like 
Roy Rogers I could be publicized by covered -wagon street parades. 

Here is a sampling of some of the projects: 

Bob and Ray I Colgate-Palmolive-Peet I : A "Bob and Ray Home- 
coming Hay" was staged in Boston. Climax was the appearance of 
the zany duo before a crowd of 15.000 in Fenway Park. WBZ did 
intensive on-the-air promotion in honor of the occasion. 

Colgate Comedy Hour: Two Boston cab drivers, emulating the 
"Maxie the Taxi"" character created by Eddie Cantor, did a cross- 
country tour (Boston to Hollywood) in a taxi decorated with names 
of the products, network, and show (see picture above). Taxi cara- 
vans met the cab in most of the 24 cities through which it passed, 
and the cabbies were photographed with main of the mayors. 

A Citizen Views the news (Life magazine I : The stafT arranged a 
tic-up with the League of Women Voters. About 400 local League 
forums ran a film of the show's star. Robert Montgomery. Depart- 
ment stores tied in via window displays. Culmination was a link-up 
of the program w ith election excitement at the League's national con- 
vention (broadcast by NBC). 

Other shows that received hea\ y exploitation treatment from 
Pader's stafT were Today, Canghnslcrs, The Ralph Edwards Show. 
Hollywood Star Playhouse, and Big Story. In each case the spon- 
sor or his agency contributed to the cost of the project. 

Pader's staff include- Kathleen Whalen. Jack Sebastian, and 
Shirley Gibbons. Says Pader: "This publicity operation is not de- 
pendent on tin 1 breaks a newspaper chooses to give, and is only 
limited to the extent of the exploiter's imagination." 



* ★ ★ 
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All It Took was a Patched Peeper.-* 




To win a naval victory. When Fleet Admiral Hyde Parker's part of a two-pronged 
sea attack became becalmed, he signaled the other prong to retire. One-eyed Lord 
Nelson, reluctant either to disengage or to disobey the order, placed his telescope 
to his blind eye and truthfully claimed to be unable to see the signal. He continued 
his attack and soundly defeated the Danish fleet off Copenhagen. 

Even a half a glance will tell you how to out-maneuver the Omaha, Council Bluffs 
area, too. Just cock an opportunity-seeking eye at KOWH's position on the below 
Hooper chart averaged for the twelve-month period from October, 1951, to Sep- 
tember, 1952. You'll know who's in the best position to deliver your broadside! 



Largest total audience of any 
Omaha station, 8 A.M. to 
6 P.M. Monday through Sat- 
urday! (Hooper, Oct., 1951, 
thru Sept., 1952.) 

Largest share of audience, in 
any individual time period, of 
any independent station in all 
America! (Sept., 1952.) 
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General Manager, Todd Storz; Represented Nationally By The BOILING CO. 
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IN THE MINN EAPOLI 




RADIO 



SEPT. 2 



SEPT. 15 

NOV. 4 
5 PM 




Log of the Northwest's 
Election Night over 



wcco 



TV 



Over 70 of the technical and broadcasting staff of 
WCCO-RADIO and TV— combined to make their 
OPERATION COMBO an election night scoop in the 
Northwest. Headquarters were set up in the ballroom 
of Minneapolis Hotel Nicollet. Candidates of both 
parties were present. Follows the log which summarizes 
election coverage by the station's TWO staffs: 



Operation Combo conceived to give Northwest its biggest, best 
and fastest election coverage. 

Preliminary work begun: arrangements initiated for sets, engi- 
neering, lighting, teletypes, etc. 

70 people from the 2 staffs of WCCO stage dry run of proceedings. 

WCCO dinner served for 600 Business and Professional leaders. 
First early returns telecast and broadcast. 

Election Preview — statements from state chairmen, candidates 
of both parties. 

Dinner over. Doors opened to general public. 

*Every half hour Northwest returns dramatized by team of top 
flite newscasters including Adams, McCuen, Johnson, DeHaven, 
Ziebarth and McPherson. 

Roger Kennedy — Democratic candidate for congress — first to 
"concede" at WCCO microphone. 

List of notables who faced WCCO cameras and mikes to con- 
cede or thank voters: 

Senator Hubert Humphrey; Karl Rolvaag — DFL chairman; 
Congressman Eugene McCarthy; Governor C. Elmer Anderson; 
Senator Edward Thye; Congressman Walter Judd; Lieutenant 
Governor Ancher Nelson; P. Kenneth Peterson — state Republi- 
can chairman, and Bradshaw Mintener, chairman of Minnesotans 
for Eisenhower. (Mintener was one of the group who "sold" Ike 
the Big Idea in Paris over a year ago.) 

Cedric Adams, dean of WCCO newscasters, climaxed the night 
with his traditional election sign-off. 



WCCO 



CBS 

MINNEAPOLIS, MINNESOTA 



GkuwL 



4 



what makes 



WLAC 





NASHVILLE, TENN 




Mr. Joe L. Hooper, Asst. Viee President of Fidelity 
Federal Savings & Loan Association, says, "What makes 
WLAC click is not near so important to me as the way 
WLAC makes Fidelity Federal click. We have heen run- 
ning spot announcements on WLAC, and we have clicked 
for savings accounts amounting to over $172,875.00 
in deposits as a direct result of this advertising. These 
deposits came from 13 states ranging from Illinois to 
Florida. There has also been a noticeable increase in new 
savings accounts locally. What makes WLAC click? [ 
would say its tremendous loyal radio audience. They 
are clicking for me." 

WLAC Clicks ... Its Audience Clicks 

Whether it is selling savings accounts, a public service 
assignment, cosmetics . . . or a job selling any merchan- 
dise . . . WLAC programs with personalities know how 
to attract, hold and SELL radio listeners . . . 

The Nashville SALES Power Station 

50,000 WATTS 

For further information contact The Katz Agency, Inc., 
National Advertising Representatives 
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Why many plans boards are now 
splaying it scife" in TV show buys 

Network TV emails an investment of $1.5 million 
for the average 30-minute night program over a period 
of 26 weeks: hence the sponsor tvants minimum risk 

|^^- About the surest way to guarantee sponsor against 
failing in TV is to get him in on a top-rating program on 
an alternate-week, every-third-week, or monthly basis 

A nighttime show which has a good rating is pre- 
sumed to have a good time spot; hence agency by alter- 
nate-week route solves the problem of getting good time 



Have sponsors stopped taking 
program risks in W 

Buying' into high-rated shows arrests creativity, say ail in en 



JThe discussion took place during a 
very recent plans board meeting in a 
Madison Avenue agency. 

Director of the radio-TV depart- 
ment: "Here are three ideas in the way 
of programs that we ought to consider. 
One of them . . ."' 

The executive on the account: ''Just 
a minute, please. Do any of those in- 
volve something that's already on the 
air?" 

Radio-TV director: "Oh, no. They're 



all new approaches." 

Account exec: '"Then, I think, we're 
barking up the wrong tree. The client 
won t go for anything that entails too 
much risk — certainly not $2 million- 
worth. What I suggest is that we try 
to buy in on one of the top 20 or 25 
shows on an alternate-week basis. If 
we check around, I'm sure we'll find a 
few on-the-air accounts that will be 
agreeable to such an arrangement." 

Radio-TV director: "1 agree it's the 



surefire way. but it does strike me as 
a form of parasitism. Wouldn't the 
client be better off if he created and 
nurtured something that would be his 
— and his alone — over the years?" 

Account exec: "Mot at the prices he 
has to pay in television. Anyway, if 



programing 
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BUICK BOUGHT INTO BERLE TIME SLOT, GOODYEAR BOUGHT INTO PHILCO PLAYHOUSE , 



While most advertisers bent on taking the minimum of risk in night- 
time TV prefer to buy into going shows on alternate-week arrangement 
as Goodyear did in the case of Philco Playhouse, some are agreeable 



to moving into high-rated period on once-a-month basis a la Buick's 
musical circus, starring Joe E. Brown (center). Texaco gladly reduced 
Berle to three 'airings monthly, saving cost. Buick is now rated near top 



that formula of trying to buy into 
established shows with good network 
spots is good enough for BBDO and 
Y&ll it should he good enough for us." 

Chairman of the plans board: "I'll 
so along with that formula — in this 
case an\wa\." (To the radio-TV di- 
rector | "Let s look around, and instead 
of talking about three untried shows 
let s tn to come up w ith three that are 
doing well on the air and can he bad 
for alternate-week sponsorship." 

Radio -Tl director I crestfallen ) : 
"Will do." 

Imbedded in the foregoing spate, of 
dialogue is the theme of a turn on the 
sponsored program front that has 
elicited much controversy in ad agenc\ 
circles. The spearhead of this turn or 
development is BBDO. even though 
\&\\ had introduced the particular 
strateg) eailicr in the jear by selling 
I'hilco on the idea of letting Good) ear 
co-sponsor its Sunday night dramatic 
hour on \ BC. 

Where UBIH) and dilTe r on the 

strategem is that at BBDO it is being 
carried out on an organized basis. Va- 



rious BBDO executives approach other 
agencies with this line; 

"We've got an account that could 
(or would I be interested in taking over 
) our ( such-and-such I show even other 
week: or. if that can't be done, ma) be 
once a month. Your client may be find- 
ing the load of every-weck going too 
heavy. Bather than your risking a 
cancellation, why not ask him about 
letting one of our clients share the 
load ?" 

The calls are based on prepared 
lists showing the top 30 programs as 
reported by the American Research 
Bureau. 

This strategem has provoked such 
comments from critical radio-TV ex- 
ecutives as: 

» "It's the finishing touch to am in- 
ccntbe for creating new programs." 

• "If enough advertisers latch onto 
this sort of a philosophy, the business 
will be in the position of actual!) con- 
suming itself." 

• "In due time most network adver- 
tisers would become glorified hitch- 
hikers- -riding on the backs of what 



would amount to 30 or 40 network 
i 

show s. 

o "Its bad enough that the area of 
experimentation has been constricted 
to almost nothing, but this chopping 
up into smaller sponsored pieces of 
what is alread) on the air can only 
lead to complete creative aridity."" 

The proponents of the buy-inlo-the- 
lop-30 plan say theirs makes a very 
strong case. They contend it s realis- 
tic, that it recognizes future exigencies 
of time costs, and that it can't help but 
keep the advertiser's media picture in 
balance. The) point out also: 

1. There isn't time for an advertiser 
to develop a show. When an attractive 
period springs open on a network, the 
advertiser and its agency must move 
fast. Corralling the spot with some- 
thing untried entails a greater risk 
than moving in on an established pro- 
gram with another advertiser. 

2. Majorit) of network advertisers 
are of the $2-million and $1 .5-million 
class. They are demanding a minimum 
of risk for their monc\ and. when you 
make them a co-sponsor of a show 
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that's on the air and carries a substan- 
tial rating, you're buying a minimum 
of risk. 

3. Even if the program that the ad- 
vertiser buys into costs several thou- 
sands more than an untried property, 
the premium is worthwhile. The chips 
in TV are much too big to take 
chances. 

4. Few r advertisers can afford to 
stay on weekly, especially when the 
cost of time increases as new stations 
go on the air. Because of this factor, 
the system of alternate-week sponsor- 
ship will be, in a year or two. anyway, 
the dominant one on the networks. 

5. Buy a minimum of risk and you 
do a better job for your client in the 
long run. 

As sponsor's staff probed among ad- 
\eitising agencies and ad managers for 
the significance of and reaction to this 
device of "hopping on another adver- 
tiser's bandwagon," it found several 
instances of sharp division of opinion 
in the top executive brackets of the 
very same organization. While, in one 
such organization, the radio-TV direc- 



tor deplored the trend as heralding a 
cycle of standpatism in program devel- 
opment, his JNo. 1 aide aired the view 
that the function of a good agencyman 
is to "get the quickest and cheapest 
results and not worry about the long 
range implications of a problem.'' 

Because of this difference of opinion 
within an organization admen who con- 
tributed to the following poll of view- 
points by SPONSOR asked that they not 
be directly identified. Here's what they 
had to say : 

Hatlio-TV director of agency 
which is among the top in 
air billings: "We just bad to turn 
to the formula of buying into success- 
ful shows among the first 25 in ratings 
because small clients came to us every 
week asking how they could get into 
network television with a minimum of 
risk. 'We.' these clients tell us. 'want 
something that will not only pay off 
quickly in terms of eost-per-1.000 but 
won't cause any political complications 
in our own organization; something 



every bod) knows and which wc won't 
have to defend or apologize for.' It's 
no longer a matter with this agency of 
taking the line of least resistance; it s 
a case of facing up to a set of economic 
circumstances and doing the best vou 
can by them.'" 

Executive t\p. at an agency 
in the $25 - iiiiffioii class: 

"What's happening is close to inevita- 
ble. 1 he average advertiser of a single 
product or two won't be able to afford 
television every week. For him it will 
be every other week or less. How is he 
going to build up an audience w ith his 



own snow on 



that 



basis : 



He's 



niuct 



better off sharing what's available en- 
tertainmentw ise. It ma) all lead to a 
rut, but it's a safe rut." 



Ad manager for leading 
dairy food corporation: "I 

think the idea of an agency searching 
around for alternate sponsorships is 
commendable. It happens that at the 
[Please turn to page o4 ) 



, NOW OTHER CLIENTS WOULD LIKE TO BUY INTO LUCY, GROUCHO, OUR MISS BROOKS ON ALTERNATE-WEEK BASIS 

Remark commonly heard in Madison Avenue agencies these days is: minimum, or none at all, by the device of paying the alternate-week 
"What our client wants is talent plus a guarantee." Broken down, these check for such upper-rating programs as "I Love Lucy," Groucho Marx, 
statements mean that the sponsor would like to reduce his risks to a "Our Miss Brooks," "Life with Luigi," "Dragnet," and "Strike It Rich" 
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PART TWO 



OF A TWO-PART SERIES 



Wrigley's 25 
years in radio 



Consistent net programing keeps firm on top 
but big air user Cbicle is zooming 




1 Q Q 0 ^'y Culbertson's bridge pointers were aired ove- 
lUOZ NBC thrice weekly for a short one-season rue\ 



M. he first part of this article, appear- 
ing in the last issue of SPONSOR (17 
November, page 29), sketched the ap- 
proach Wrigley has used on the air 
over the past 25 years. The story this 
issue covers Wrigley's chief competi- 
tors and their air advertising strategy 
ami sums up what Wrigley has learned 
in 25 years on the air. 

The four top gum firms after Wrig- 
ley all use either radio or TV or both. 
Second biggest in the field and com- 
ing up fast is American Chicle. It's 
now on the air with three radio and 
two TV shows. Beech-Nut uses some 
announcements on spot radio. Fleer 
(bubble gum) has a TV show and 
uses radio announcements in foreign 
markets while Clark airs TV announce- 
ments only. Here, company by com- 
pany, are the details on air strategy. 
«- * * 

American Chicle Co. Ameri- 
can Chicle (assets, S33.333.596; em- 
ployees, 2,560 against Wrigley's $79,- 
119,572 assets and 2,657 employees) 
has risen from one-third of Wrigley's 
sales in 1936, first year its sales fig- 
ure- are available, to over one-half last 
year. And for the first six months of 
ihis year sales have literally skyrocket- 
ed to $24.5] 6,000 (against $10,544.- 
000 in the same period in 1951). In 
contrast Wrigley sales rose only $1,- 
190.129: Beech-Nut's. $1,491,000 for 
food and gum. 

The gum industry has two explana- 
tions for American Chicle's boom: 
(1 ) launching of its popular 150 Clor- 
ets, a chlorophyll breath purifier, last 



year; (2) its tremendously expanded 
use of network radio and TV over the 
past 16 months. 

Since 1937 American Chicle has had 
17 network radio shows, some for brief 
periods, and four TV programs. But 
14 of the radio and all the TV pro- 
grams have been aired since July 1951. 

In addition Chicle is using maga- 
zines, newspapers, Sunday supplements, 
and export publications. 

Concentration on radio and TV — to 
the extent of at least 75 r £ of its budget 
— is the means American Chicle is us- 
ing to increase sales. Advertising Man- 
ager R. L. Harris told sponsor. 

Here is what the Long Island City 
company is doing now on the air: 



case history 



Television 1. Rocky King, 
Detective ($10,200 a week estimated 
cost), on 36 Du Mont stations, half 
hour Sunday night. Shared with P&G's 
Ivory Flakes. Began 7 January 1949, 
on for ('hide since 16 September 1951. 

2. Jackie Gleason Show, comedy va- 
riety ($65,000 weekly estimated cost), 
on 36 CBS TV stations one hour Sat- 
urday night. Shared with Schick and 
Thomas Leeniing & Co. (Ben-Gay 
balm). Began 20 September 1952. 

(A third TV show, Date with Judy, 
will be used starting in January, over 
ABC.) 

ftmlio ($15,000 weekly for time 
and talent for these three shows on 



CBS Radio) 1. FBI in Peace and War, 
mystery. Wednesday 8:00 to 8:30 p.m. 

2. Meet Millie, situation comedy. 
Thursday 8:00 to 8:30 p.m. (Wrigley 
squired Millie during the past summer 
as part of its CBS saturation buy.) 

3. Mr. Keen, Tracer of Lost Per- 
sons, mystery-detective. Friday 8:00 
to 8:30 p.m. 

In addition American Chicle is us- 
ing local radio and TV announcements 
in 63 markets to supplement its net- 
work coverage. All local radio was can- 
celled for December, but Chicle will 
be back in January with a national 
spot campaign. Clorets, handled by 
Dancer-Fitzgerald-Sample, is plugged 
mostly on the TV shows. The firm's 
three main 50 brands — Dentyne, Bee- 
man's Pepsin, and Chiclets — are sold 
via the radio shows. Black Jack, Clove, 
and Wild Cherry are not pushed. Chicle 
also makes Sen-Sen. a breath confec- 
tion; Cloret Mints, chlorophyll candy. 

Sullivan. StaufTer. Col well & Bayles 
has been agency for the regular gum 
brands since September 1951. but af- 
ter 1 January 1953 the entire account 
will be switched to D-F-S. Ray Cabre- 
ra, assisted by Allan Gavan. is the 
Clorets A T", at D-S-F. Gordon John- 
son, assisted by Alan S. Perry, will 
handle the other brands. 

SSCB informed sponsor thai Amer- 
ican Chicle had depended mostly on 
spot radio announcements for years 
before it took over the account. SSCB 
persuaded the company to concentrate 
on network radio and use additional 
(Please turn to page 28) 



26 



SPONSOR 




yi One of best-known radio shows, "Scattergood IQQfl "Just Entertainment," musical show, with Andrews 'J 0 44 "^ erv ' ce *° ^e F ron V one of firm's many patri- 
" Baines," starring Jesse Pugh, sold gum six years I uOU Sisters who debuted in 1937 "Double Everything" otic shows, featured interviews with war heroes 



Here's how Wrigley spent 835 million on radio in past 25 years 



RADIO PROGRAMS 


TYPE 


DATES 1 


NETWORK & 
STATIONS 


DURATION & 
FREQUENCY 


WEEKLY 

PROGRAM COST 3 


AGENCY 


i. 


WRIGLEY REVIEWS 

(Harold Sanforcl Orch. at start) 


Variety 


2 Dec 1927- 
31 May 1929 


NBC Blue 27 


1 hr l/wk 


$3,655* 


Stewart Davis 


2. 


GUY LDMBAR00 


Music 


25 Dec 1928- 
19 Mar 1929 


CBS 26 


1 hr l/wk 


$300-500 




Stewart Oavis 


3. 


FDOTBALL FORECASTS 
Anncr. Christy Walsh) 


Sports 


2 Sept-12 Dec 
1930 


CBS 32 


15 min l/wk 


$1,000 




4. 


LDNE WOLF INDIAN TRIBE 

(Don Ameche) 


Kid 


12 Oct 1931- 
28 Apr 1933 


CBS 31 


15 min 3/wk 


$35 for Ameche 


JWT 


5. 


MYRT & MARGE 

(Myrtle Vale, Oonna Damerel) 


Serial 


2 Nov 1931- 
15 Apr 1936 


CBS 30 


15 min 5/wk 


$2,775 


Frances Hooper 


6. 


CULBERTSDN DN BRIDGE 


Bridge 


4 Apr-13 June 
1932 


NBC Red 21 


15 min 3/wk 




Frances Hooper 


7. 


BRIDGE TALKS BY MRS. ELY CULBERTSON 


Bridge 


4 Dct-27 Oec 
1932 


NBC Red 


30 min l/wk 





Frances Hooper 


8. 


BEAUTY PRDGRAM 
(Margaret Bralnard) 


Women's 


4 Oct 1934- 
27 Apr 1935 


CBS 7 


10 min 3/wk 




Frances Hooper 


9. 


JUST ENTERTAINMENT 

(George Devron Drch.) 


Music 


30 Apr-27 Sept 
1935 

21 Mar-I Jul 

1938 


CBS (east) 
CBS 53 


15 min 5/wk 
15 min 5/wk 


$650 plus extras 


Frances Hooper 


10. 


MARCH OF TIME 


News 


3 Mar-25 Sept 
1936 


CBS 46 


15 min 5/wk 


$5,926 


BBDD 


II. 


MORTIMER G00CH 


Situation Comedy 


9 Nov 1936- 
26 Mar 1937 


CBS 50-55 


15 min l/wk 




Nelsser-Meyerhoff 


12. 


POETIC MELDOIES 

(Franklyn MacCormack, Jack Fulton) 


Music, poetry 


9 Nov 1936- 
18 Mar 1938 


CBS 53 


15 min 5/wk 


$4,325 


Nolsser-Meyerhoff 


1 13. 


SCATTERGDDD BAINES 
(Jesse Pugh) 


Situation comedy 


22 Feb 1937- 
12 June 1942 


CBS natl 
4 Jul 1938 


15 min 5/wk 


$1,900 


Nelsser-Meyerhoff 


14. 


DOUBLE EVERYTHING 
(Robert H after) 


Variety 


26 Oec 1937- 
20 Mar 1938 


CBS 65-71 


30 min l/wk 


$5,000 


Frances Hooper 


15. 


LAUGH LINER 
(Billy House) 


Variety 


10 Jul-31 Dec 
1938 


CBS 


30 min l/wk 




Frances Hooper 


1 — nr 


GATEWAY TO H0LLYW0DD 

(Jesse Lasky) 


Talent 


8 Jan-31 Oec 
1939 


CBS 


30 min 1, wk 




Frances Hooper 


17. 


SPREAOING NEW ENGLANO'S FAME 
(Billy B. Van) 


Variety 


Jan 1940- 
Apr 1941 


Yankee 


30 min l/wk 




Nelsser-Meyerhoff 


18. 


GENE AUTRY SHDW= 


Western 


7 Jan 1940 
to date 


CBS 


30 min 1/ wk 


$1 1.500 


JWT (now R&R) 


19. 


DEAR MDM 


Oramatic sketch 


2 Feb 1941- 
14 Dec 1941 


CBS 


20 min 1, wk 




Arthur Meyerhoff 


20. 


JUST ENTERTAINMENT 

with Ben Bernie 


Variety 


1 Sept-28 Nov 
1941 


CBS 78 


15 min 5/wk 




Arthur Meyerhoff 


21. 


BEN BERN 1 EG 


Variety 


15 June 1942- 
Feb 1943 


CBS 115 


15 min 5/wk 




Arthur Meyerhoff 


22. 


FIRST LINE 


Navy 


1 Jan 1942- 
1 Nov 1945 


CBS 


30 min l/wk 




Arthur Meyerhoff 


23. 


KEEP THE HDME FIRES BURNING 


Music-home front 


22 Fcb-30 Jul 
1943 


CBS 115 


15 min 5/wk 




Arthur Meyerhoff 


24. 


AMERICA IN THE AIR 


Air Force 


8 Aug 1943- 
10 Sept 1944 


CBS 


30 min l/wk 




JWT 


25. 

1 


AMERICAN WD M EN 


Home front 


2 Aug 1943- 
16 June 1944 


CBS 


15 min 5 / wk 




Arthur Meyerhoff 


26. 


SERVICE TO FRONT 


Army 


23 June 1944- 
14 Aug 1945 


CBS 


30 min l/wk 




Arthur Meyerhoff 


27. 


ISLAND VENTURE 


Postwar Navy 


8 Nov 1945- 
20 June 1946 


CBS 


30 min l, wk 




Arthur Meyerhoff 


1 28. 


LIFE WITH LUIGI 


Situation Comedy 


1 Jan 1950- 
to date 


CBS 


30 min l/wk 


$7,500 


Artliur Meyerhoff 



GENE AUTRY SHDW 
(Melody Ranch on film) 



Dct 1950 
to date 



CBS 1 1 



30 min I, wk 



$3/4 mil yrv 



U&R 



1 Suminer hiatus not 
3 T\vo complete shows, 
cast from New York 
continental. 



noted. ^Tlme cost excluded, 
also referred to as "Wrigley House" and "Wrigley Hour," broad- 
and San Francisco until 5 Oct. 1028 when "Review" went trans- 



«$2.500 for New York cast. $1,115 for San Francisco cast. 

^Started as "Gene Autry in Melody Ranch, " became "Sergeant Autry" 1912-43, aJopted 

present name 23 Sept. 1945. 

eiiernie died 20 Oct. 1943. 'Time and talent. 



\Vrigley 9 s summer saturation radio shows 



Agency: Arthur Meyerhoff Network: CBS 



1950 (Time cost: $700,000 est.) 


1951 (Time cost: $690,000 est.) 


1952 (Time cost: $575,000 est.) 


1. Broadway Is My Beat (detective) 

2. Adventures of Philip Marlowe (detective) 

3. Johnny Dollar (detective) 

4. Cloud Nine (adventure) 

5. Romance (love stories) 
f>. Pursuit (mystery) 


1. Broadway Is My Beat 

2. Rate Your Mate (aud. partic.) 

3. Johnny Dollar 

4. The Line-Up (detective) 

5. Romance 

6. Pursuit 


1. Broadway Is My Beat 

2. Millie (comedy) 

3. Johnny Dollar 

4. The Line-Up 

5. Romance 

6. Mr. Chameleon (detective) 



spot radio in selected sales areas to 
supplement tliis coverage. Although it 
is switching again. Chicle apparently 
likes the success of its new strategy 
well enough to continue. 

Prior to 1951. American Chicle had 
tried only three network shows: Lou 
Little Football Forecast over MBS in 
193" to sell Hla<k Jack Gum; Drama 
Behind the \ens over the NBC Blue 
Network l.*> minutes three times a week 
in 19J] to sell Beeman's Gum; By the 
It ay. a Bill Henry news commentary, 
in 1941-12 and 1943 over CBS Pacific 
and NBC Pacific. 

In 1931 it plunged with a hig splash 



into network programs as follows: 

1. A three-show '"pyramid" opera- 
tion on ABC using The Sheriff, De- 
fense Attorney. The Fat Man, Case- 
book of Gregory Hood, The Top Guy. 
and Stop the Music at different times 
between July 1951 and June 1952. 
Three shows ran during any one week. 
Stop the Music, which American Chicle 
shared, stayed through the 52 weeks 
15 minutes Sunday nights. 

2. A three-show NT BO Tandem oper- 
ation using one-minute announcements 
on Mr. Keen. Tracer of Lost Persons 
(later switched to CBS) ; Martin & 
Lewis, comedy-variety, and The Big 



Show, comedy-variety, I hursday. Fri- 
day, and Sunday between 25 October 
1951 and 25 April 1952. 

3. The Will Rogers Show, five min- 
utes twice weekly over ABC between 
30 October 1951 and 17 January 1952. 

4. One-minute participations on two 
summer shows over CBS: People Are 
Funny, audience participation, with 
Art Linklettev, half hour weekb May- 
September, and Mr. Keen, half hour 
weekly May -September. 

In TV American Chicle signed 
Rocky King 16 September 1951 and 
has stayed wilh him at a cost of $10.- 
I Please turn to page 76) 



THREE COMPANIES— THREE TECHNIQUES 



Here's advertising strategy of the three top gum companies 
as they compete for bigger share of $140 million market: 



7. WRIGLEY tops for most of century. Devotes 33% of 

$10 million budget to radio/TV. 

2. AMERICAN CHICLE — second and coming up fast. 
Spent 75% of nearly $4 million 1952 budget on radio/TV. 



3. BEECH-NUT third and apparently drifting back. Sank 

2% of 1952 budget of $6-700,000 into radio announcements, 
pulled out of TV, is betting on huge sales force. 

Three companies — Ihrce teehnhiilcs. How competitive sales picture looks at 
year-end may very well influence media selection for some lime to come. 



16-YEAR GUM RACE: Wrigley holds lead, Chicle coming up fast 



COMPANY 



WRIGLEY 



AMERICAN 
CHICLE 



BEECH-NUT 



YEAR 



1936 
1946 
1951 
1952 
(6 mos) 



1936 
1946 
1951 
1952 
(6 mos) 



1936 
1946 



1951 
1952 



NET SALES 



$30,741,787 
37,592.858 
73.589.791 
37.858.180 



10.643.270 
27,341.300 
38.350.456 
24.516.000 



9 ,500,000c (est) 
l4,500.000<-(est) 



26.000. 000'(est) 



7.000.000' (est) 
(3 mos) 



NET INCOME 



$8,378,713 
6,503.432 
9,367,832 
4,560.333 



3.032.228 
3.149.732 
4,163,637 
1,997.790 



2.709.039'! 
2.651.969'! 



3.919,929'' 



1.416.275'! 
(6 mos) 



AD BUDGETi 
(4 MEDIA ONLY) 



$2,144.0001 
1.182.000' 
4.404.977' 
2,048.8181' 
(8 mos) 



274.616 
Unavail, 

760,398 
1. 178. 014 
(8 mos) 



599.0I3» 

453.1 I0c 
(167,635 gum) 

639.827<- 
(1 12.255 gum) 

131.920 (gum) 

(8 mos) 



NET RADIO- 



$1,017,456 
937.444 
2.232.977 
1.492,132 
(8 mos) 



0 

Mostly spot 
557.1 18 
658.473 
(8 mos) 



NET TVS 



519.000 
469.000 
(8 mos) 



61,560 
467,047 
(8 mos) 



ami nctwotts TV (last two (line costs mils'). 
I'll;, and ISui'eatt oT Advertising tdus some 
in In < r.v ( orm l Ions 

-NtnwHk tadio and TV exiK'tuItt UK's ate for faillittcK only; Ihey do not Include talent. 



1 ,Nc\l Mta|>crs. mans* Inex network radio. 
Sour'c Nnlloufil Aditrtlsing itecoids. 



"K.vdudes media used extensively by W'rlKley like outdoor and transit In vvltirli 1 '3 
of ad budget Is usually invested. 

ij Kx<iludes llhVi newspaper expendituies. as well as outdoor and ear cards. 

<<;mii sales were roughly half sales of all ltcecli Nut products before war: about 1 S 

since war. 

''Profit his-.'l on alt innducts. «*Adver Using tor all products. 
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1941 



CBS Radio Spot Sales applied many of net's research advances to sales of 
spot time. Among research milestones was study of radio sales impact 



ifting the program content to the personality 




1944 ^ us ' n 9 Stanton-Laiarsfeld technique Spot Sales helped stations improve 
shows. More world events in show above raised its I T ke-d Is li Ice average 

REACTION TRENDS FOR LISTENERS AND PROGRAM MANAGERS 

CflS RCSCABCM DEPARTMENT — PROGRAM ANALYSIS OIVIS'ON 



f I ' M' E 




1 946 programers attending meeting listened to Godfrey, recorded their 

reactions. These differed from the average response (black line above] 



20-year-rep 
firm builds sales 
with research 



CBS Radio Spot Sales is celebrating 
anniversary as national rep this week 



*^ pot radio and TV advertising as sponsors know it today 
might never have emerged as an important force if not for 
the formation of exclusive representation organizations in 
the earl) 1930's. It was the reps — selling for only one 
station in each market as distinct from the time brokers 
who might seek business for all stations in a market simul- 
taneously — who nurtured the spot medium. Perhaps the 
most important contribution the reps made was in helping 
to stimulate and apph research facts to the selling of spot 
radio time. 

This week veteran client, agency, and radio industry ex- 
ecutives can he expected to do some extensive musing about 
those pioneering days in commercial radio for on 6 Decem- 
ber CBS Radio Spot Sales (original name: Radio Sales Inc.) 
will celebrate its 20th anniversary. 

Radio Sales Inc. came into being to make sure CBS- 
owned-and-operated stations were adequately represented 
on the national scene. In that early stage of the national- 
representation era. spot radio was only in an exploratory 
stage, though a number of advertisers were already using it 
enthusiastically. Today spot radio is a $189 million busi- 
ness (sponsor 1952 estimate). 

In looking back on that 20-} ear span, sponsor has culled 
[Please turn to page 99) 



Series of articles on reps upcoming 

This is the first of a series of articles on the early days 
of station representation. Further articles will cover 
other firms and other phases of station-representation 
pioneering. Topics to be covered in detail include: How 
reps got started : how business has changed since then. 
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Why Mutual of Omaha spends 65% 

of budget on radio and TV 

Firm builds prestige with a 8750,000 air tab this year. One proof of 
effectiveness: Their agents really use program promotion 



m lie insurance agency manager tilled 
hark, in his chair. 

"1 want to tell }ou something about 
the insurance business."' he said. "Ra- 
dio and T\ . especially network pro- 
grams, won t sell insurance. When I 
say 'sell.' 1 mean there's no substitute 
for an insurance agent making a face- 
to-lace pitch in the lning room or 
in the kitchen." 



He stared speculatively at his cigar, 
rolled it in his fingers, and continued. 

"But I want to tell you something 
else. Every one of my agents carries 
promotion material for the Bob Con- 
sidine program in his sales kit. And. 
brother, that's the tip-ofl. If the agent 
carries it around, you know he gets 
results from it." 

The agencj manager was talking 



about the Mutual Benefit Health and 
Accident Association, largest exclusive 
health and accident company in the 
world and better known as Mutual of 
Omaha. Specifically, he was referring 
to Mutual's network prestige tool. On 
the Line with Bob Considine, which 
gets a double-barreled presentation on 
NBC Radio and TV. 

Mutual of Omaha agents have been 
backed up by the Considine show for 
almost two years. However, the tech- 
nique of establishing confidence in the 
prospect's mind by pointing to a net- 
work personality or program is not 
recent with Mutual. They have been 
building up their name on the air for 
nearly nine years, part of which lime 
Gabriel Heatter was doing the job 
that the Considine shows are doing 
at the present time. Lionel Barrymore 
was another big name used. 

Mutual is pleased with its current 
air schedule. One bit of evidence is 
the fact that it is spending about $750.- 
0(10 for radio and TV this year, practi- 
cally all of it on Considine. This fig- 
ure is 65T of its total ad budget. 

What's more, the radio-TV figure is 
$200,000 higher than last year. Part 
of this hike is to pay for additional 
stations. But the biggest hunk of it 
will go for adding TV to Mutual's one- 
shot Yule show, Mutual of Omaha Call- 
ing. The show features servicemen 
abroad talking directly to their fam- 
ilies at home and is considered a pub- 
lic-service program by the company. 
In 1950 and 1951. the show was spon- 
sored on MBS alone. It will he heard 
on the MBS chain again this year and 




case history 

lllllllllllllllllIllillllllIM 



W HI 



Kofi f><*m<m looks liko (fit insurance ttgeut 

\B€ staff man picked lor announcer because of his "basic sincerity." Com- 
pany has found thai most effective commercials are those which stress the 
amount paid out in claims. Commercials also stress firm is largest oj its 
kind in the utirld. seek sales leads by urging audience to write for details 
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Bob Considine, right, Mutual's current prestige spokesman, is broadcast on both air media. 
He poses with company's H. C. Carden, center, and Francis Matthews, ex-ambassador to Ireland 



45 NBC TV stations will be added to 
the Christmas Day radio program. 

Sales figures are another evidence 
of Mutual's satisfaction with its broad- 
cast advertising. Anticipated premium 
income this year is running at about 
$100 million or more, up a husky 10% 
from 1951. Mutual won't go so far as 
to saj that air advertising is the rea- 
son but they are pretty well convinced 
that Bob Considine is helping them. 

Mutual is now far and away the 
leader in selling individual (as op- 
posed to group) accident and health 
policies. Mutual's premium total last 
year was $91 million, all but $2.5 mil- 
lion of it from individual accident and 
health policy sales — or A&H sales, as 
the insurance professionals dub it. 

Their nearest competitor in indi- 
vidual A&H is Continental Casualty, 
with 1951 premiums of $47.5 million. 
Even Metropolitan Life Insurance Co.. 
which led in 1951 with total A&H sales 
of $168 million, can claim an individ- 
ual A&H premium figure of only $19 
million, the rest being group insur- 
ance. The giant Metropolitan ranks 
sixth in individual A&H business. 

Mutual put Considine on radio and 
TV in January 1951. He had been car- 
rying a sustaining program on a lim- 
ited NBC Radio skein. For a number 
of reasons, Considine looked like a 
good bet to Mutual's account execu- 
tive, Frank C. Miller, executive vice 
president of Bozell & Jacobs, and to 
V. J. Skutt and H. C. Carden, presi- 
dent and advertising director, respec- 
tively, of Mutual of Omaha. 

For one thing, he was well known 
and his fame was not limited to radio 
and TV. He was a sports writer and 
the male audience would go for that. 
There was also the advantage of his 
not having any strong previous com- 



mercial identification in broadcasting. 

For another thing. Considine is a 
relatively young man and would ap- 
peal to the age brackets in which the 
insurance company is most interested. 
(Mutual likes to reach families where 
the parents are between 25 and 45.) 

Finally, both Skutt and Carden 
liked Considine's personality and ap- 
proach. They felt his commentary 
combined a fine mixture oi humor, 
pathos, human interest, and shrewd 
judgment of human affairs. (It might 
be added that Bozell & Jacobs is full 
of ex-newspapermen and they know a 
good journalist when they see one.) 



The choke ot tonnat for the 15- 
minute TV show suggested itself: per- 
sonality interviews. The only qualifi- 
cation for the interviewee was that he 
be interesting and/or newsworthy. 
During the past summer the show (it 
is teleca-t Tuesday night at 10:45) 
was heavily larded with political per- 
sonalities but Considine has also spo- 
ken to a man who "saw" a H}ing 
saucer, General MacArthur's personal 
pilot, and Perle Mesta's successor in 
Washington's social life. 

Ad Schneider, producer of the show, 
told sponsor: "From the beginning, 
we decided not to dress up the show. 
We just decided to let Considine be 
himself. It may sound corny but I 
think the thing that characterizes him 
best is the word 'integrity.' He is frank 
and honest. He. doesn't try to trip 
an) body. He just lets the person he is 
interviewing be himself. If the guy 
is good, he'll stand out.'" 

Despite the lack of a high-voltage 
approach, the TV show has one of the 
biggest audiences for a 15-minute. 
oncc-a-week program. National Xiel- 
sen ratings for the last two weeks of 
September 1952 averaged 18.5. This 
was based on a 22-station live network. 

The TV show is currently going out 
to 21 markets live, three Western sta- 
( Please turn to page 71) 




V, J. Skutt, Mutual president, 
feels coverage of radio-TV shoiex 
lias accomplished, basic objective of 
making insurance firm's name a 
household ivord throughout the U.S. 



Fraulc C. Miller, executive rice 
presideut of liozell & Jacobs, is the 
Mutual account executive, tie seeks 

to make the Considine shows 
"houiey, humau, and informative" 
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build a bigger audience 



among 




v 




TV GUIDE 



in NEW YORK 

251 West 42nd St., 
New York City, N.Y. 



TV DIGEST 

in PHILADELPHIA 

333 S. Broad St., 
Philadelphia, Pa. 



The " BIG 3 " TV Magazine Group! 

With more and more good shows on TV, the chances of Mr. and Mrs. TV Viewer tuning 
in your TV show are getting slimmer — and slimmer! But there's a way to beat the 
toughening competition. 

The overall costs of your show are the same whether your program is seen by 100,000 or 
500,000 viewers. The more viewers you attract, the lower becomes your cost per thousand 
in reaching them. To sell these three million avid TV enthusiasts in these three top 
markets, sell them your show in their magazine. Only the TV Magazine Group delivers 
100% TV viewers — no ivasre circulation whatsoever. 

No other medium gives you such pin-point performance — your tune-in ad is seen at the 
exact moment you want it to be read — at the exact moment the viewers are deciding 
which show to watch! 

No one can guarantee you the big TV audience you want — but the "BIG 3" TV MAG- 
AZINE GROUP can help you build it — and at such an amazingly low cost — only $2.59 
per Thousand. This cost is a mere trifle compared to the investment in your TV show, 
and should be regarded as wise insurance. Any magazine in the "BIG 3" TV GROUP 
may be bought individually. When bought as a group, a special discount is available. 

Before another Pulse rating is taken — write, wire or phone any of the "BIG 3" TV 
MAGAZINE GROUP for details! 

'Based an ABC Publisher's statements -TV Guide 379,134; TV Forecast 198,180; TV Digest 156,045 

TOTAL NET PAID JANUARY-JUNE 1952 -733,359 (current Unes told approximately 820,000) 



viewers! 




TV FORECAST 



in 



CHICAGO 



185 N. Wabash Ave., 
Chicago, III. 



SOME OF THE MANY FAMOUS 
NATIONAL ADVERTISERS WHO USE 
THE "BIG 3" TV MAGAZINE GROUP 
TO BUILD BIGGER TV AUDIENCES. 

The American Tobacco Company 

Bendix Home Appliances 

Bristol-Myers Company 

Celanese Corporation of America 

E. I. du Pont de Nemours & Company 

General Electric Company 

General Foods Company 

Johnson & Johnson 

The Magnavox Company 

Nash Motors 

Proctor & Gamble Company 
Radio Corporation of America 
The Texas Company 
U. S. Tobacco Company 
Westinghouse Electric Corp. 
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How much should a radio station do? Should it 
charge? How much should the advertiser expect? SPONSOR'S 
1952 analysis surveys the controversial picture 
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For years, printed media and many radio outlet? have 
offered to advertisers extra promotional services which have 
been known generally as "merchandising." But today radio 
is witnessing a sudden renaissance of the merchandising 
technique. Spurred on by the rapid growth of self-service 
retailing and TV competition for air dollars, more and more 
radio stations are offering merchandising "bonuses'" which 
range from simple dealer mailings to complex packages that 
include everything from displays in dozens of supermarkets 
to consumer research. With this boom in merchandising ha? 
come a series of major problems, both for the stations and 
the advertisers. This special section of sponsor explores 
the more pertinent issues involved in today's local-level 
merchandising. At right, readers will find digest summaries 
of the articles which follow. Below, there's a definition of 
merchandising which represents the industry consensus. 



Merehundising defined: In its general applications today, 
radio station merchandising consists of services stations render 
their advertisers to help convert air advertising impressions into 
actual over-the-counter sales. Such assistance centers on the 
point-of-sale with displays, posters, banners, and the like; it 
often starts before a campaign and continues long afterwards. 



1. 



3. 



4. 



fiat t'oditcl iott: Why has mer- 
chandising spread so rapidly 
among U. S. and Canadian radio 
outlets? This report analyzes the 
reasons behind the present trend, 
and points up the need for an eval- 
uation of merchandising s future. 

Pro and eon: Many opinions 
are being voiced today by admen 
on the subject of merchandising. 
sponsor presents the views of ad 
industry leaders in an impartial 
round-up. Opinions range for ac- 
tive praise to thorough dislike. 

Examples: From today's wide 
variety of merchandising cam- 
paigns, several are highlighted 
here to show the scope of local 
station activity in this field, from 
the largest stations in hey mar- 
kets to smaller radio outlets. 

Itevontmendations: What 
course should merchandising fol- 
low in order to benefit both the 
advertiser and broadcaster? Opin- 
ions and conclusions of leading 
admen on this thought-provok- 
ing question are here analyzed. 
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It a dio me reh audi sin if 
stortj told in pictures 

The I rend ton aid merchandising of 
radio advertising by local I . S. and 
Canadian outlets is rapidly affecting 
the outirard appearance of the radio 
medium. In the pictures which fol- 
low, sponsor presents an "armchair'" 
exploration of the topical subject of 
merchandising. Admen will see the 
variety and scope of today's radio 
merchandising promotions through 
actual examples, chosen from a na- 
tionn ide survey of over 100 stations 




Product promotion Air uthcrliMiig and diem*- consumer 
product* arc tied together in mo>i radio merchandising plans I>y 
displays, ii»nalh al the point-of-sale. Ahnve center: W I'TF, Ka- 
Icijjh, Iiuih a special display o(' \\ PTF-sold product*, ranging front 
soaps to Peter Paul candies, at the North Carolina State 



Fair. Seine 530.000 people attended the event, and saw th<:' 
display. A dart •lame contest offered samples of sponsor's prod 
uels as prizes, with WPTF personalities acting as harkers. Right 
Display in a leading food chain tied in with "Kitchen Karnival" 
program on Baltimore's- WBAL. Show price covers merchandisitija 



The merehandisintf problem: 



1. Growth of supermarketing, TV spurred trend. 
Now, stations, admen seek most constructive approach 



1%M erehandising I iy all media- 
printed as well as air — is often offered 
as something for nothing. Vet adver- 
tisers traditionally partake of it with 
mingled feelings of suspicion and 
alarm that they are pay ing extra for it. 

This was the ease among printed 
media long before the current in- 
creased interest in merchandising on 
the part of radio stations. I See Print- 
ers' Ink series about merchandising 
practices in printed media mainly 
starting 19 September 1952.) W in, 
then, has merchandising become a 
growing force among radio stations? 
Industry observers cite two reasons: 

1. The growth of supermarketing. 

2. The growth of television. 

'I Ik; former, with its reliance on im- 
pulse purchase, instead of behind-the- 
conntev salesmanship, makes merchan- 
dising far more important than in the 
era of the poppa-and-momma store. 
I Ik; latter has quickened competition 
among stations and led main of them 
to seek some means of giving the ad- 
vertiser a ''bonus." 



At this point in the evolution of mer- 
chandising among radio stations, many 
advertisers as well as station executives 
feel const motive analysis of the situa- 
tion by the industry would be the. 
healthiest thing that could happen. 
Few individuals take the extreme stand 
that merchandising is a trend to be 
squelched. Many, however, are asking 
where it's headed and what the impli- 
cations of the trend are. 

It was to air every opinion on the 
subject that SPONSOR undertook this 
section on inerehandising. The editors 
hope that, once the problem has been 
presented in print, station executives, 
trade organizations, agencies, adver- 
tisers will have a clearer basis for 
coming to long-range conclusions. 

W hatever decisions are made in in- 
dustry and advertiser circles, merchan- 
dising is virtual!) assured of a big fu- 
ture role in radio. The number of 
stations doing some form of merchan- 
dising grows by the week. At the same 
time, supermarketing continues to 
sprout, with a strong trend setting in 



toward conversion of large drug stores, 
even department stores, to the self- 
service system. 

Many of the stations now doing mer- 
chandising have gone into it with an 
awareness of I he pitfalls and are at- 
tempting to establish as sound a repu- 
tation on their own level as merchan- 
dising pioneers like WLW, Cincinnati, 
have built through the years. Adver- 
tisers who've benefited from these 
constructive station efforts are free 
with their praise. But the heart of the 
inerehandising problem — for both sta- 
tions and sponsors — is that merchan- 
dising is often lip serv ice. (See SPON- 
SOR article, "'Merchandising is like fin- 
gerprints," 28 August 1950,) 

Look at it first from the point of 
view of a good-sized segment of sta- 
tion management. 

If merchandising is set up as camou- 
flage, in the long run the sales it helps 
radio make will haekfire. 

If inerehandising is to make sense, 
then, there's the question of where to 
get the money to do a real job. It 
either has to represent a rate cut for 
statioirs or has to be passed on in some 
form to advertisers. 

Though these are problems enough, 
there ate others. Among them: Will 
the station's sales staff become lax and 
lean on merchandising as a crutch? 
Will clients who seek an easy method 
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Lobby display by WIIK, Clev claml, plugs a spot-advertising beer 
account's products and programs. KRSC, Seattle, organized "Val- 
ue Week" promotions in connection with the Big Bear ehain as a 
merchandising stunt for clients whose prodtiets are sold in grocery 
outlets. Chicago's \VI,S offers a merchandising plan ealled "Oper- 



ation Grocer,'" in which 1 I leading grocery chains tie in on a 
rotating basis, wilh a different store group featuring WLS-sold 
products every week. A minimum rate is charged by W LS for 
pai ticipation in the merchandising plan. Similarly, KjMOX extends 
special support \i:i "Housewives' Protective League" (Lee Adams) 



of gaining distribution be attracted to 
radio because it offers merchandising, 
and t lie n buy too little air advertising 
to make their goods move? 

The last point is one that has a num- 
ber of sober radio people quietly knit- 
ting their brows. Many a veteran sta- 
tion sales manager has seen sharp- 
shooting clients come into his market 
promising a big schedule to the station 
and requesting merchandising help to 
get his product distributed. Frequently 
the promised schedule is pared way 
down by contract-signing time, or else 
cancelled in midstream. Radio, as a 
medium, then gets caught in the mid- 
dle. Stores which have been persuaded 
to stock the item will tend to blame the 
station because it hasn't moved quickly 
enough — though it's really a diluted 
effort by the client that's to blame in 
cases of this kind. 

From a client's point of view, sta- 
tion merchandising has other evils. 

First, he may not need it. He may 
have his own large and well-trained 
merchandising force. Stumbling ef- 
forts by outsiders may hurt, rather 
than help. 

Second, merchandising done by sta- 
tions may have too weak a punch to 
do the job he assigns it and he may 
find himself caught short for having 
relied on it. 

Negative as these factors may be. 

1 DECEMBER 1952 



you can find plenty of people with 
strong opinions who feel that in the 
long run radio station merchandising 
will be established on a sounder basis 
than it ever attained with printed me- 
dia. Their reasoning runs along these 
lines. 

Many stations today are requiring 
minimum expenditures in return for 
support in food chainstores. Where 
these miiumums are set up on a sound 
business basis, the station can afford to 
give the client a substantial local push. 
Moreover, by giving the chains on-the- 
air promotion in return for shelf space 
and displays the expense of the mer- 
chandising effort by the station is held 
down to a healthy minimum. 

At other stations, merchandising is 
a for-pay proposition. Clients can 
buy into a premium-rate show that in- 
cludes well-organized merchandising 
as part of the participation. Or they 
can get a tailor-made merchandising 
effort for which the station bills them 
over and above time rates. 

Even at the smallest stations, there's 
often an intelligent awareness that to 
be all tilings to all people merchan- 
disingwise isn't possible. Instead sta- 
tions will work with clients who have a 
special need in order to find some 
sensible way that they can help fill it in 
their area. Just taking a sponsor's 
salesman into the local supermarket's 



headquarters, and giving him a per- 
sonal introduction to the head buyer is 
a valuable service a station can offer. 

Perhaps the best thing coming out of 
merchandising by radio stations, many 
of them feel, is that they're getting to 
know marketing better. There'd been 
a tendency for man) - }ears to sell radio 
by ratings. Once a station tics in with 
a self-service retailer it gets much 
clearer evidence about how well it's 
selling. If air advertising moves prod- 
ucts off the shelves of such a retailer, 
the station will have the figures avail- 
able as stations never had them before. 
That means better documentation of 
radio's story. * * ★ 



TV and merchandising 

Tliis section is confined to 
merchandising by radio sta- 
tions. At the present point 
in Tl s history, factors otlier 
than merchandising take 
center stage though many 
Tl stations have already de- 
veloped merchandising pro- 
cedures. Future articles in 
SPONSOR will take U!> Tl" 
m erchandising specific/ill r. 
Much of the thinking report- 
ed on here with regard to 
radio station merchandising 
is pertinent to TV as well. 
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I I.ird-lihl iiig. guaranteed merchandising i» offered lij \\ II*. Phila- 
delphia, as par) of ils '"Kitchen kapcrs" -how which i» on a con- 
stant road tour of the station's area. A premium rate i» charged 
for "Kitchen Kapor*,** hut ali \\ II* advertisers get some mer- 
chandising. \tlnntn*.» WSI? display in local outlet of Colonial 



Store* chain is pari of the big Southern outlet's merchandising | 
for M?C Radio network show sponsored hy Armoiir\ Dial Soap. 
Many stations north of the V. S. -Canadian horder are in the mer- 
chandising act, from Nova Scotia to British Columbia. Above right: 
Point-of-sale disp!a> hy Vancouver's CKW\ plugs Alka-Seltzer ; 



The merehaudisittti problem: 



2. Admen's reactions to merchandising are as 
varied as fingerprints. Some [ike it; some don't 



i% o two people among advertisers, 
agencies, stations, reps have exactly the 
-anie point of view about merchandis- 
ing bv radio stations. And as the pare 
of merchandising activity lias quiek- 
ened at hundreds of stations over the 
I . S. the number of tndustnites who 
are "neutral*" on the .subject has stead- 
il\ dwindled. 

The four quotations which follow 
sum up die extremes of reaction: 

The promotion manager of a large 
Midwestern station: "Merchandising 
improves our relations with clients. 
I Ire success or failure of our merchan- 
dising efforts are told at renewal time 
and all I can sa\ is that we have almost 
100', renewal business. " 

7 he advertising manager of one of 
the jirodii'l divisions of a major baked- 
goods advertiser: "Local merchandis- 
ing by radio stations gives radio adver- 
tiser* dial added hnpi Ins that produces 
sales. ' 

7 lie veteran sales manager of a lead- 
ing radio station in one of the coun- 
try's biggest industrial areas: "\\ c are 



in the radio business. Too many radio 
stations are scrambling to offer mer- 
chandising 'gimmicks.' and as station 
personnel come up with new and addi- 
tional offers tbe\ will he helped by 
alert advertisers to do even more. This 
is not fair, and artualU it isn't radio's 
job to do this type of merchandising. 
It's too specialized an operation. The 
problem should be shared hy the ad- 
vertiser and the retailer." 

A key executive of one of the coun- 
try's largest cosmetics firms: "We sel- 
dom use die merchandising offered us 
l>v railio stations. We have our own 
trained stall for merchandising efforts. 
They 've been handling our problems in 
this field for years, and they are far 
more experienced in merchandising our 
products than am station could ever 
hope to be." 

Once von get away from these ex- 
tremes among viewpoints, the shades 
of difference are endless. But thereby 
hangs the lale. For in the case of mer- 
chandising whether you're for it or 
against it and lo what decree rmtinlv 



boils down to individual need: need 
for business on the part of the station, 
need for a local-level push by the client. 

In attempting to reflect all shades of 
opinion so as to put the entire subject 
of radio station merchandising in sharp 
relief, sponsor queried stations, reps, 
advertisers, agencies. Opinions are or- 
ganized below under several main 
headings. Since merchandising is an 
increasingly controversial topic, spon- 
sor was asked by the four above- 
quoted individuals and by some of the 
executives whose statements are pre- 
sented below to withhold mention of 
their names. Some agency people, for 
example, are reluctant to go on record 
as being enthusiastic seekers of mer- 
chandising lest stations get the impres- 
sion they are "sharpshooters' trying to 
squeeze out everv possible extra for 
their clients. 

I. Is iitcrciin tiff i.viiif/ uood for 
the radio industry? This is one 
subject sure to produce contrasting an- 
swers. I hose who feci merchandising is 
had for the health of the industry and 
ultimately had for advertisers who de- 
pend on radio to sell their goods in- 
clude the head of a large station rep 
organization who told sponsor : 

"In our contacts with agencies, we ve 
noticed a trend toward letting nrer- 
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Joslon's WEEI offers regular merchandising service* to station 
•licnts, as in above left display in grocery eliain for Colgate -1 * 
■"lib detergent. Shoppers in Los Angeles find KMX nierehandising 
ie-ins for "Housewives* Protective League" a familiar sight; 
lere, IIPL-nian Philip Norman goes behind u store counter to 



plug the advantages of Ite Clean product personally to housewife 
shopper in L. A. department »torc. Above right: WCCO, Min- 
neapolis, set lift a special merchandising display in Donaldson's 
Department store to tie in with selling job done for Snn-Filled 
Orange Juice h> WCCO'* Allen Gra» 4 thn- helping sell 300 eases 



cliandising influence media decisions. 
If stations aren't careful about how 
much merchandising support they of- 
fer, they may* find that time buying will 
be done moro and more on the basis of 
how many store tie-ups and fancy pro- 
motions a station is willing to give an 
advertiser for free, as well as how good 
an advertising value the station's avail- 
abilities are. Such a situation could 
only be harmful to stations and adver- 
tisers alike in the long run.'* 

Ira Herbert, v. p. and sales director 
of New York independent station 
WXEW. expressed his opposition to 
merchandising by radio stations this 
way : 

"\V\EW will continue its policy of 
avoiding extensive 'in store' merchan- 
dising projects on the basis that these 
projects are discriminatory and tanta- 
mount to a hidden rate cut. It should 
also be noted that the very stations 
utilizing this means of lowering their 
published rates are at the same time 
baldly rate-cutting without the benefit 
of the merchandising subterfuge.'' 

Herbert as well as other stationnien 
told SPONSOR they felt that nierehandis- 
ing in man) eases added up to a viola- 
tion of the Robinson-Patman Act which 
provides, in effect, for equal treatment 
to all clients. 

Even stations which now do mer- 
chandising are in some cases concerned 



with what will come of the trend. Said 
an Eastern station manager whose staff 
now performs several extensive services 
for clients: "Today we distribute post- 
ers, arrange sales meetings, and do 
mailings. Will we he forced, in future 
years, to jump behind the counter as 
well? I'd hate to see us get into a mer- 
chandising 'gasoline war' with the oth- 
er stations in this market and end up 
snowed under a heap of gimmicks that 
perhaps please no one very much and 
yet cost us plenty of hard cash.** 

In contrast to these views on mer- 
chandising many client and agency 
people feel radio can offer extra serv- 
ices without entangling itself in de- 
structive difficulties. Said an account 
executive in a major VY.C. agency: 

"Merchandising, where the client 
needs what a station can do. helps both 
the client and the station. Recently one 
of our clients who doesn't have a large 
sales force and 'detail crew' bought a 
spot radio campaign and received a lot 
of merchandising cooperation from 
stations. 1 he sales results of the cam- 
paign were very effective and helped 
greatb in selling our client on the 
values of radio. I think such station 
merchandising adds a useful 'extra di- 
mension' to air advertising and will 
eventually benefit radio greatly." 

A station rep executive commented 
that the trend to merchandising was by 



this point a tide no one could turn 
back. "It's a matter of how you chan- 
nel it." he said. "1 feel the station can 
demonstrate sales results more effec- 
tively through nierehandising hv mak- 
ing closer contact with stores in its 
market and thereby pav for the cost of 
merchandising with increased sales 
based on stronger selling evidence. 
Moreover. intelligent management 
needn't fall victim to competitive 
scrambling to outdo what the other sta- 
tions do in merchandising." 

A sales executive whose station has 
a premium-priced merchandising show 
commented that all merchandising 
needn't be in the category of give- 
aways. "Our clients pay for the shelf 
checking, etc. provided with our mer- 
chandising show. The client benefits 
and we make no out-of-pocket dona- 
tion thereby." 

I here are main similar show s at sta- 
tions spread over the country and many 
in the industry , as well as clients them- 
selves, who feel advertisers should pay 
for merchandising. This brings up the 
next topic. 

2. Who should for" sta- 

tion ntfreha ttd I sin c/? Stations 
are divided roughly into five groups 
on this subject: ( I ) Stations who be- 
lieve extensive merchandising support 
should be offered free of charge but 
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who generally base the amount of mer- 
cliand i^ing on the volume of business 
placed by an advertiser; 1 2) stations 
which charge a premium rale for par- 
ticipation in or sponsorship of special 
shows tied into a merchandising plan; 
(3) stations which ha\e no set amount 
that a client must spend to receive 
merchandising support but which base 
it on the adaptability of the client's 
campaign toward their existing mer- 
chandising deals, (4) stations which 
offer a bare minimum of merchan- 
dising support "for free"" to any client, 
and who charge at cost for exten- 
sive extra support, and (5) stations 
which disapprove merchandising by 
outlets, regarding it as an advertiser 
function; consequently they dont offer 
merchandising, paid or free. 

Advertisers will find that air outlets 
who olfer merchandising will do so in 
just about the first four ways above. 
Only a handful of major radio sta- 
tions can charge for their merchandis- 
ing efforts. 

Here are three shades of opinion on 
who's to pay for merchandising that 
stations provide: 

Reports a major outlet on the East- 
ern Seaboard. "If an advertiser needs 
and wants merchandising in its fullest 
concept, then such service should be 
available to him in conjunction with 
his advertising only through special 
programs offering such merchandising 
and carrying premium rates/' 

From Ken Hughes, promotion man- 
ager of CKWX, Vancouver. Canada. 
"The maximum amount of merchandis- 
ing done for any one client on our 
station is rather flexible. CKWX usu- 
ally sets up a routine pattern through 
our cop) right 'Promotion Yardstick.' 
In this system, each account is accord- 
ed a certain number of points based on 
the actual amount of airtime bought. 
1 hen. we 'spend' these points for the 
sponsor in various promotions, each of 
which is worth so many points." 

From Marion Anncnberg, promotion 
manager, WlXSli, New Orleans, "Mer- 
chandising of a client's schedule is an 
automatic function of WDSM. All ad- 
vertisers arc entitled to. and receive, 
some merchandising support. No limit 
or specified expenditure has ever been 
designated to qualify an advertiser for 
it. Ohvioush. however, it would not be 
economically sound (nor fair) to pro- 
vide as much merchandising support to 
the Mnall as to the large advertiser."' 



3. In general* what do you 
like or dislike most about 
merchandising as done to- 
day by radio stations? In ask- 
ing this question, SPONSOR received a 
wide variety of specific praises and 
gripes about merchandising from vari- 
ous advertisers, air outlets, agencies, 
and representatives. Here are some of 
the more important ones on the "we 
like merchandising" side of the fence: 

"Station merchandising is a valuable 
'plus' in an area where the majority of 
radio-sold products are retailed through 
self-service grocery and drug stores. 
Merchandising reminds the customer 
of what he's heard, or steers a cus- 
tomer toward being exposed to an ad- 
vertiser's commercials.*' (From a 
Midwestern ad agency) 

"Since TA came along, it's been diffi- 
cult to work up enthusiasm among our 
sales force and retailers for radio cam- 
paigns, although we're aware that ra- 
dio does a big selling job for us. 
Merchandising plays an important 
role in 'selling' radio to those who sell 
our products. ' (From the ad manager 
of a household cleanser firm) 

"Although we do a lot of merchan- 
dising ourselves for our products, and 
prefer to do it this way. we have to 
focus our attention on our major prod- 
ucts and let our smaller and less im- 
portant items virtually shift for them- 
selves. Merchandising by stations has 
begun to fill many gaps in this arrange- 
ment, and is in turn stepping up the 
amount of advertising we do for our 



lesser products." (From an advertis- 
ing executive of a large food-product 
company) 

"We're definitely in favor of mer- 
chandising done by media, and we try 
to get as much of it as possible for our 
clients. We find that stations are will- 
ing to cooperate with us in matching 
the merchandising services they have 
to offer with the type of merchandis- 
ing our clients need for a specific cam- 
paign. In the long run. it builds a 
good relationship between the agency 
and radio outlets, and adds to the long- 
term values of radio."' (From a New- 
York ad agency specializing in jewelry, 
textile, and other accounts that need 
merchandising support! 

On the "dislike" side of the fence, 
admen singled out various specific 
faults of station merchandising, includ- 
ing the following: 

"Stations plug themselves and their 
programs too much in their merchan- 
dising activities. W e've even been asked 
to pay for some merchandising stunts 
in which we could barely find our own 
name." (From the merchandising man- 
ager of a leading drug manufacturer I 

"There isn't much originality to the 
bulk of station merchandising. I mean, 
promotions look the same for different 
clients, and begin to fall into a rut. 
Perhaps stations are trying to spread 
themselves too thin."" (From an ac- 
count executive of a Madison Avenue 
ad agency) 

"Merchandising tie-ups by stations 
are usually in grocery outlets, and 



PRO 

Stations, admen who like trend 
toward merchandising now state: 


CON 

Opponents of merchandising in 
advertising industry retort: 


1. Retailing trend in recent years 
has be-n Inward seli-serrice stores. 
Merchandising increases value of 
radio advertising in such outlets. 

2. Enthusiasm of radio advertis- 
er's local sales lone is greatly 
increased for product, air medium. 


I. Advertisers complain that mer- 
chandising is uneven: its costs are 
often charged to clients who 
would rather handle it themselves. 

ti. Basically a chain-store opera- 
tion, independent merchants are 
cool to it, react poorly to products. 


3. Merchandising tills in nwny 
promotional gans lor local or re- 
gional radio clients, hel]is ad hud- 
gets go further in air advertising. 

1. Close relationship of stations 
and retailers in merchandising 
drives pays off when new products 
ore launched via big air tie-ins. 


.'{. Some stations use mer c handis- 
ing as a hidden rate-cut, offering 
more and more, in order to attract 
new spot or network air business. 

1. Few stations are ingenious in 
their handling of merchandising, 
admen complain: too much of it 
looks alike or plugs only stations. 
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sometimes in drug stores. Seldom do 
you find them in other types of retail 
establishments. Since our products 
aren't sold in these stores, I think it's 
unfair that we have to pay a station 
rate that often includes a charge for 



merchandising we can t use. 



(From 



an appliance manufacturer) 

"Our salesmen report a considerable 
amount of griping on the part of small, 
independent merchants — who represent 
an important part of our sales volume 
— about station merchandising tie-ups 
that involve the large chain stores. 
This is because the chains receive a lot 
of air plugs as part of the merchandis- 
ing deal. Since this griping takes the 
form of antagonism to our sales force 
and bad display for our products in 
independent outlets, we're seriously re- 
considering the value of local radio 



merchandising deals. 



(F 



rom a mer- 



chandising executive of one of the 
three largest soap-and-drug manufac- 
turing companies) 

"Most of this radio station merchan- 
dising looks good on reports, but with 
me the yardstick has always been how 
much good does it do the manufactur- 
er? With but rare exceptions, I've 
never seen anything given away by 
stations that could be rated as a solid 
contribution to a manufacturer's sales 
effort? at the point-of-sale. The excep- 
tions are stations like WLW that do a 
well-contrived, concentrated job, some- 
thing that has become over the years 
an integral part of the station's opera- 
tions.' (From Thomas R. Santacroce. 
v.p. and merchandising director of the 
Biow Company) 

How admen will view merchandising 
in the future seems largely to depend 
on how well stations and advertisers 
correct any abuses and inadequancies 
in it which exist today. * * * 



JVe wslette rs, sell erf it les 

An important part of radio merchandis- 
ing campaigns is informing the local 
dealers and retailers that a new air ad- 
vertising schedule is about to start. At 
right are typical station mailings to plug 
the kick-off of air campaigns. Top to 
bottom they include: The "WNAX-tra" 
of Yankton's WIS AX ; "Trade Winds" 
newsletter to grocers and druggists from 
Baltimore's WFHR; a periodic, retailer 
'mailing from Washington's WWDC; 
and a monthly program schedule mailed 
by Cleveland's WHK to its listeners 
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RetiiUev lIHIlf ings Featured product*, new mcrclutml ishig 
chives are p!wggo«l to retailers by stations with a wide variety of 
mailing pieces, which range from simple post ear«ls run off on 
mimeo machines So miilti-eolor printed folders. Above panel show* 
a typical group of sueli mailing items. Top row: WDSU. IVew 




GULDEN'S 
/ WQXR 



to sell WQXR's audience which spends 
18 million dollars a week on food alone 

te the WO.XO In ftrt tv^ti WW 'tviWlf Ittin Ic WDS 
Tin »A *o-mw pw. ui*i tf M Stfttm tw*. Stw* *tf (hartn both We* KCWfl 



Orleans; WQXR. New York City; WEKO. \tJauta; WOW'L, Flor-i 
enee, Ala. Bottom row: WDAK. Columbus, On.; KNUZ, Houston;.! 
WOLF. Syracuse, WIIRC, Canton. Ohio. As above cross-section I 
shows, this kind of merchandising activity is not confined to thei 
largest markets and biggest stations, but is done by \irtually all 

"; ' 'i! ,' 111 "> • I' • 'i 'if 'II' 1P. " 



The mervhantlising problem: 



3. Seldom are station merchandising campaigns 
alike. Herein are examples which show wide scope 



liat docs merchandising consist 
of at radio stations? 

As the level of merchandising activ- 
ity by air outlets and networks steps 
up. this question is being asked, more 
and more, by leading radio advertisers. 
But a look at a station's call letters, 
ratings, location, power, and often even 
its rale card seldom gives the answer. 

Most radio merchandising cam- 
paigns today have just three tilings in 
common : 

1. I lie\ re available onh to radio 
acKeitisers usin« the station or net- 
work that > offering the merchandising 
a -^stance. 

2. 1 hey go into action as soon as 
a spot contract has been signed or a 
network show cleared, and start out by 
telling local retailers and wholesalers 
that a campaign i> starting. 

•h Once the air campaign is rolling, 
the merchandising (hen functions as a 
follow -up to air commercials, usually 
.it die point-of-sale. 

Outside of these basic similarities. 

Ih. 



uipe and size of merchandising 



campaigns done at the local level by 
I . S. and Canadian radio outlets, meth- 
ods of payment, and the sales results 
for air-advertised and merchandised 
products are determined by: 

• The station's local merchandising 
unlit"), since many stations are hitterlv 
opposed to making anything more than 
a limited effort. 

• The amount of promotional ingenu- 
ity a station puts behind its merchan- 
dising campaigns. 

• How much cold cash a radio station 
has on hand for merchandising activi- 
ties that are not strictly audience pro- 
motion stunts. 

Picking "representative" examples 
of station merchandising from the 
over-100 replies to a SPONSOR survey of 
this local activity, therefore, was an 
extremely difficult task. Some radio 
stations do everything short of hiring 
Kingling (bothers to stage a parade of 
elephants down Main Street as part of 
their merchandising activities. At the 
same time, other stations — often in 
markets of equal size, and with com- 
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parable rate cards feel that merchan- 
dising begins and ends with a mimeo- 
graph mailing to retailers, advising 
them that a campaign is about to start. 

Because of this lack of uniformity in 
station merchandising, SPONSOR there- 
fore chose a wide variety of examples 
for highlighting in this report. In some 
cases, these represent the ultimate in 
station merchandising efforts — but only 
to show advertisers what a "maximum 
effort" looks like. Other examples are 
largely "average efforts" and are much 
more what sponsors can expect today 
from the majority of radio stations. 
\ few examples are even "minimum ef- 
forts, " just to add perspective. 

Here, then, is a cross-section of 
w hat s going on today in radio sta- 
tion merchandising: 

WLW. Cincinnati Since 1939. 
this 50 kw. outlet in the heart of the 
Midwest has headed most admen's lists 
of stations which go in for big-scale 
merchandising efforts. What WLW of- 
fers advertisers, therefore, is far from 
being "ty pica!" station merchandising 
though its promotions have provided 
the master pattern which many other 
stations have followed to whatever de- 
gree was practical for them. 

WLW doesn't charge "extra"* for its 
fabulous merchandising and doesn't 

SPONSOR 
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WNOX DRUG MERCHANDISING 
SUGGESTION OF THE MONTH! 

Display these WNOX advertised Cold Remedies- 

VICKS VAPORUB-VICKS VA-TR0-N01. Mild and Regular 
VICKS medi-ttating COUGH SYRUP 
VICKS medicated COUGH DROPS 



MINUTE RICE 



w MimJTt 
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IS NOW GIVING 
YOU ADDITIONAL 
ADVERTISING SUPPORT... 



HOUSEWIVES' PROTECTIVE LEAGUE 
and STARLIGHT SALUTE Programs 



1:30 to 2:00 PM 
10:30 to 11:00 PM 




Since stations do the hulk of their merchandising through tie-ins 
■with grocery and drug chains, most of the ilenis promoted in sla- 
tion mailing pieces are from these two retail categories. However, 
many stations are broadening these mailings to include all types 
of dealers and retailers in their area. Panel ahove shows more 



typical radio station merchandising mailings. Top row: WDIA, 
Memphis; WNOX. Knoxville; KNX, Los Angeles. Bottom row: 
''WHTips" merchandising newsletter from WBT, Charlotte; and 
retailer mailing from WLOS, Asheville, (,'. Effect of these 
mailings is to inform retailers of major air advertising campaigns 
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set "minimum" or "maximum" con- 
tract specifications but network and 
spot advertisers on the station do pay 
for what they get since WLW's costs 
for merchandising are figured into its 
published rate card. 

The latest in a steady stream of raz- 
zle-dazzle merchandising plans to 
come from WLW is one called "POP!" 
— meaning "point-of-purchase." In 
the "POP!" plan, more than 1,000 
leading supermarkets and nearly 500 
drug outlets in the station's four-state 
coverage area are tied in as part of a 
huge merchandising deal which in- 
cludes such "for- free" services as: 

(1) Distribution checkups by WLW 
experts on retailers, (2) building store 
displays, using the manufacturer's own 
materials, (3) attitude surveys, to un- 
earth the feelings of retailers about 
products, (4) special demonstrations 
of new and unusual products to the 
trade and the public, (5) extensive sta- 
tion mailings of letters, post cards, etc. 
to local retailers and wholesalers. 1 6) 
stores and pictures in the WLW-pub- 
lished "Buy Ways." a merchandising 
house organ sent to thousands of re- 
tailers. (7) audience promotion stunts 
and ads in various printed and outdoor 
media which sometimes plug the adver- 
tiser or product, (8) publicity sup- 
port, which functions as an indirect 
form of merchandising, (9) WLW-cre- 



ated in-store displays in food and drug 
outlets, (10) special displays and 
product sales research in "test stores," 
(11 J research follow-ups on brand- 
preference changes caused by an air 
campaign, (12) assistance at sales 
meetings by WLW personnel in de- 
scribing the details and results of air 
advertising, (13) monthly product-list- 
ing ads in retail trade papers in the 
station's area, and (14) various "spe- 
cial handling" promotions and mer- 
chandising stunts created for specific 
advertisers which interlock with those 
listed above. 

In all fairness, it should be pointed 
out that WLW maintains a regular 
staff of some two dozen men who oper- 
ate as "teams" in the station's listen- 
ing area to handle merchandising, and 
practically nothing else. That's about 
as many people as the majority of small 
and many medium-sized stations have 
on their entire payroll. 

WGAR, Cleveland This station is 
one of the growing number of outlets 
which use some form of merchandising 
based on tie-ins with chain stores. Its 
plan is called MerCHAINdising and 
entitles food advertisers to end or 
dump displays in 197 Kroger and A&P 
stores throughout the WGAR coverage 
area. The advertiser qualifies for this 



support with a minimum expenditure 
of $250 per week for 13 weeks. 

WGAR's Robert Smith reported on 
the success of MerCHAINdising in 
these terms: "Lust) sales increases 
continue to reward participants in our 
MerCHAINdising plan. More than 20 
advertisers spending nearly $100,000 
have realized boosts in sales volume of 
from 15 to 200' i , helping their distri- 
bution as well as their immediate sales. 
Latest advertisers to reap the benefits 
of MerCHAINdising are Bab-O, G. 
Washington Coffee. Peter Paul. Mazola 
Oil. Carr-Consolidated Biscuit Co., 
Durkee's Margarine. Fab. Rival Dog 
Food, and Coca-Cola." 

H.WIX, Yankton, S. D. This 5 
kw. farm-area outlet offers extensive 
merchandising without setting formal 
limits and contract minimums. Accord- 
ing to WNAN, "each client's problem 
is worked out as an individual case, 
on the basis of the client's needs." 

In brief. WNAX offers advertisers 
the following merchandising support 
without extra charge: window displays 
in the WNAX building in Yankton, 
plugs in the station's own merchandis- 
ing house organ, advance letters to a 
list of some 12,500 retailers and whole- 
salers in a five-state area, personal calls 
on wholesalers and jobbers, point-of- 



1 DECEMBER 1952 



41 




IE BAKERS OF 





SUNDAY 915 



WW 



980 ON 
THE DIAL 



. j« tuiuiu to *f « (O » » 

■■■■■ « 

wtop's r^hsttz: &.■*.:! 



x 



.16 TUP ' J» »j 



.23" £J^if33* 





DOUftLf S< 
IDCI 


/STAR 1 

DUIlDIUM PftOtlSS 1 





~ w""— " This «*••<■ a) four FOOD FAIR Su|>«M«k»t» 



• Pork Roaili 

- ; ;; 49' 

SMOKID Port Loin 

77-W 

rerun Q 




4- 19* 



! 2-4* 




BEITS 

>-rlV- 



19- =Kr 
to- S9- 



1 ; CABBOTI l-IT 



r.tv?...':.: .-j" 





( Continued ) 

purchase materials which plug the ad- 
vertiser keyed to certain specific 
WXAX local shows and to some net- 
work shows, occasional product plugs 
in regular WXAX display ads. special 
handling and distribution of the ad- 
vertiser's own display materials, route 
lists of local merchants, some sun ey 
facilities, and plugs in WXAX's peri- 
odic special promotions such as the sta- 
tion s annual five state bowling meet. 

"In many instances," states WXAX 
Promotion Manager Dick Harris, 
"we've given a small advertiser with a 
schedule of 26 or 52 spot announce- 
ments on the station more merchandis- 
ing support than weNe given another 
advertisers spending many times that 
budget. The reason is this: The small- 
er advertiser was in need of our mer- 
chandising services, whereas the same 
thing for a large advertiser who is 
geared to do his own extensive mer- 
chandising would be eyewa*h. 

"Were we to have a set formula of 
'X' amount of merchandising for a 
schedule of 'X' dollars," Harris added, 
"I'm sure we d find ourselves spinning 
our wheels because we had committed 
ourselves to a merchandising program 
whether or not it was of value to the 
advertiser. Very seldom, however, have 
we received an unreasonable request 
from an advertiser for merchandising. ' 

WLSy ChiemfO Like a growing 
number of radio stations, this 50 kw. 
clear-channel station prefers to center 
its merchandising around a specific 
plan for grocery-sold products. 

WLS's merchandising is focused on 
a plan called "Operation Grocer." 
which works in the following wav: 

1. WLS has a written agreement 

\ • x i, ,m , r, '\x ,:: .,: wimp in 
Air lie -ins 

Everything frtmi car cards to rrossplugs 
in retailer advertising is utilized by sta- 
tions in merchandising campaigns to 
call attention to (a) tin' air-sold prod- 
ucts, (It) client's programs, and (c) 
the station itself. At left are typical 
station tie-ins and sn pporting advertis- 
ing. Top to bottom : A car card from 
H'//>/v, Wilkes-ISarre; counter card from 
WIST, Charlotte; WTOl\ Washington 
tie-in grocery ad; KFYIl. lihiuarck, IS. 
I), it indole card for Standard Oil news 
series; KFl. I,. A. display cards for 
grocery stitre "Value Week'''' prmnntimt 
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with 11 leading Chicago food retail 
groups (A&P, Kroger, Grocerland, 
etc.) whereby each of them gives mer- 
chandising and advertising preference 
to certain grocery -sold product* quali- 
fying by means of minimum advertis- 
ing schedules on WLS. 

2. Each week, one of the I 1 store 
groups is featured in the "Operation 
Grocer" arrangement. During the 
week, this store chain conducts a spe- 
cial sale of WLS-advertised grocery 
products. The following week, the pro- 
motion and merchandising moves on to 
the next store group in the list. 

3. During a promotion in a particu- 
lar store group, the advertisers who 
qualify — by having bought a minimum 
of six one-minute announcements per 
week for a minimum of 13 weeks in 
any WLS participating show, for in- 
stance — receive heavy merchandising 
support. 

This includes: special store sales 
and featuring, featuring in sales bulle- 
tins, special plugs in newspaper ads 
placed by the food groups, shelf-talkers 
within stores to highlight air-sold prod- 
ucts, large window banners which plug 
each product an average of three times 
in 13 weeks, special product mentions 
in store circulars distributed to the 
public, and extra tie-in advertising in- 
cluding brand - name mentions in 
round-up announcements which plug 
on WLS all the featured products and 
the cooperating store chains. Partici- 
pation in WLS's Feature Foods, a 
premium-rate show, also earns the 
above merchandising, but adds special 
tie-ins which are a regular part of this 
syndicated, multi-market program. 

By restricting merchandising to 
grocery-sold products only, WLS feels 
that it can throw more promotional 
weight behind them than by offering 
merchandising to all comers. A typical 
report on results of the WLS approach 
from the Certified Grocers of Illinois 
I one of the participating chains) 
stated that there was "an average in- 
crease of 13 to 14% per week in all 
items promoted and advertised dur- 
ing the W LS sale"' as compared to the 
previous month. On specific grocery- 
sold items, the sales jumps on grocery- 
sold products have been as high as 
107% because of WLS's radio-plus- 
merchandising deals. 

OTVIJC, Washington. I>. C. A 

5 kw. Mutual affiliate in the nation's 



capital, \\ \\ DC concentrate.*, on skill- 
ful programing for local tastes. 
W W DCs merchandising efforts are an 
important part of this '"cominunih in- 
tegration," and are not lined up in a 
formal plan. 

WWDC's basic merchandising in- 
cludes: setting up window displays 
which plug both the products and the 
station, circularizing the retail trade, 
making personal calls on jobbers and 
wholesalers to point up fact that a par- 
ticular product is clue to be advertised 
on the station, making pilot surveys in 
key stores (usually, food or drug) to 
check the effectiveness of the air adver- 
tising, special tie-in featuring of drug 
products in the Peoples Drug Stores 
chain (05 stores) with window dis- 
plays for two weeks each month, and 
personal appearance of WWDC talent 
(disk jockeys, mostly) in retail stores 
to demonstrate or plug the advertiser's 
product. Naturally, WWDC is more 
inclined to put a "maximum effort" be- 
hind a leading client with a heavy 
schedule, hut the station tries to do 
some merchandising for all clients. 

"The most important result of our 
merchandising efforts is that no spon- 
sor has ever cancelled out a schedule 
when a merchandising tie-in is in ef- 
fect," WWDC's Irv Lichtenstein told 
SPONSOR. "Secondly, sponsors who 
have been getting our merchandising 
treatment insist on a continuance when 
renewal time comes around, and some 
are even willing to pay extra for it." 

WWL, New Orleans One of the 

best-known radio outlets in the South, 
50 kw. WWL states its merchandising 
policy as follows: "We spend a set per- 
centage of the gross amount of a cli- 
ent's contract. In some cases, where a 
sponsor spends large sums on a con- 
tinuing basis, or has a number of prod- 
ucts on the station — as for example 
Vicks cold remedies- -we may spend 
more if they have a special problem 
which we feel justifies the additional 
expenditures."' 

Generally speaking WWL provides 
these services to advertisers as mer- 
chandising assistance: 

(1) Mailings to the trade of vari- 
ous types to point up to grocery and 
drug wholesalers and retailers that 
campaigns are starting, (2) personal 
calls with a manufacturer's representa- 
tive on leading buyers, although WWL 
won't "pressure"' retailers to stock an 



untried line. u'U pumi-ol->ale di.-pla\-< 
throughout stneral leadinj drug and 
grocery chains, for which WWL has 
paid contracts with the chains rather 
than store-spaee-for-airtime deals. 1-1) 
participation in various local sales 
meetings of WWL advertisers, some- 
times even staging them at the station, 
(5) "special aSfistame" to clients, 
which WWL's Promotion Director Ra) 
Liuzza defines as "all the little things 
and big things we do for advertisers 
which for the life of me defy cate- 
gorizing," and (0) a heavy schedule 
of on-the-air and in-print audience 
promotion. 

Although WWL promotes its mer- 
chandising activities to potential 
clients, the station's management is 
careful to avoid the pitfall of using it 
as a substitute for good programing. 
"We know our merchandising helps 
WWL sales wise." states Ray Liuzza, 
"but we do not sell our facilities mere- 
ly on that basis. It is a part of the 
over-all package we sell, just as our 
programing, coverage, power, clear 
channel, and for that matter our Farm 
Service Department, are parts of our 
over-all sales picture. Merchandising 
is a 'plus' we offer our sponsors to 
help them through the full cycle of 
selling, from consumer air advertising 
through point-of-sale." 

WDSU, Setv Orleans Like its 
neighbor station in the Crescent City, 
5 kw. WDSU considers merchandising 
an "automatic function" and feels that 
"all advertisers are entitled to, and 
receive, some merchandising support." 
However, WDSU doesn't scale mer- 
chandising activities precisely to client 
expenditures (although, obviously, the 
biggest clients would get the biggest 
break) . 

As summarized by Promotion Mana- 
ger Marion Annenberg, WDSU offers 
merchandising aids such as these "on 
a continuing basis, not to hit all at 
once merely to impress a client but 
timed to provide the client with the 
best possible results": 

(1) Mailings to dealers and whole- 
salers, etc.. consisting of jumbo post 
cards, letters, and the like, (2) WDSU 
monthly trade newsletters. "'Grocery 
Rriefs" and "Drug Briefs," (3) dealer 
calls, where a W DSU representative 
goes along with the advertiser s staffers 
to arrange for tie-in displays, or later 
to make spot surveys, (4) newspaper 
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audience promotion ads and on-the-air 
plujf-, which iloift mention products 
which call attention lo local show* 
which have participating advertisers, 
i.ii publicity and other audience pro- 
motion follow-ups. and I (> I ads in drug 
and grocery trade publications in the 
WDSl area. 

Points out W DSl promotion special- 
ist Vnnenherg: "The actual merchan- 
dising support is hut one phase of our 
entire merchandising set-up. At the 
end of approximately the first six weeks 
of a .schedule, the client is sent a brief 
report of our activity to date. This is 
then followed up with a more formal 
and complete report. These two func- 
tions have become systematized — but 
our merchandising itself has not!" 

W'tyXK. A't'lt" York Me-chandising 
is usually thought of by clients in terms 
of the biggest network outlets in a 
market, or the more aggressive, disk- 
twirling independent outlets. Xew 
York's sedate 10 kw. WQXR. which 
programs high-brow music for a sc- 
lect-but-loyal audience of music lovers, 
shows that the specialized independents 

such as those who program for cer- 
tain musical tastes, like Detroit s 
\\ JBK. or racial groups, like Atlanta's 
WERD can do their share of mer- 
chandising too. 

VQXR maintains extensive dealer 
lists, and sends out regular mailings 
announcing campaigns with everything 
from miniature mailers to four-page 
folders in color. Advertisers with mul- 
tiple outlets receive neatly printed pos- 
ters in keeping with the cultural type 
of programs the station offers, or else 
WQXR staffers work with the adver- 
tiser in setting up his own displays. 
Since WQXR publishes a "Monthly 
Program Guide 1 " with a paid circula- 
tion of some bO.OOO las big as main 
a small-market newspaper), free ads 
in the "Guide' that contain product 
plugs are apportioned nionthh to the 
station's leading clients on a regular 
rotating basis. 

Other merchandising gimmicks b\ 
WQXR take the form of a special 
"Dining Out" bulletin, sent free to 
listeners by two daily restaurant par- 
ticipation shows, at the rate of some. 
1.000 a month: special envelop? stnlT- 
crs for "service" or institutional 
clients; and various on-the-air and in- 
prinl publicity and audience promotion. 



States WQXR's Mary Rice Anderson, 
""Xo cul-and-dried rule for a maxi- 
mum amount of merchandising or size 
nf contract determines WQXR's mer- 
chandising aids to its advertisers. Each 
case is considered from many angles, 
and any reasonable request is granted. 
Most of our merchandising is free, 
though, in many instances, the client 
pay s all or a part." 

HIP, Philadelphia A further de- 
velopment of the merchandising tech- 
nique whereby a particular category 
of radio advertiser (food, drug, gro- 
cery-sold, etc. ) receives the bulk of the 
station's merchandising is the big pre- 
mium-rate show around which special 
merchandising gimmicks have been 
built for the benefit of the show s par- 
ticipating clients. By this method, a 
great deal of promotional pressure can 
often be brought to bear for a small 
group of advertisers in a large market, 
as opposed to the "shotgun" treatment 
of limited merchandising which some 
stations set out to give all or most ad- 
vertisers. 

With their added merchandising 
gimmicks, these participating shows — 
such as the Housewives' Protective 
League on the CBS-represented outlets 
like WCCO. KMOX. WF.El. KFJ. etc. 
and the syndicated Feature Foods show 
in several leading markets are there- 
fore a sort of "package" which com- 
bines air advertising with extra-fancy, 
guaranteed merchandising. 

Such a show is found typically in 
5 kw. WIP's five-year-old Kitrheu 
kapers program, aired on weekday 
mornings from ( )'15 to 0:4."). ( All- 
ot h W1P show, Mary Biddle, simi- 
larly offers fancy merchandising at 
a premium price, but is also available 
to sponsors al a lower rate minus the 
merchandising. I 

W1P is a firm believer that "all pro- 
motion and merchandising should be 
scaled in proportion to the advertiser s 
expend i tu res"' but Promotion Director 
Ya\ Wallis adds that '■merchandising 
in its fullest concept. . .should be avail- 
able. . .through special programs offer- 
ing such merchandising and earning 
premium rates"' since many nierchan- 
(lising-coiiscioiis advertisers are willing 
to pay extra to get a good brand of it. 

Advertisers using Kitchen Kapers on 
\\ I P (minimum deal: two announce- 
ments per w eek lor \'.\ weeks) get a 
fancy package of promotion, merchan- 



dising and air advertising, for their 
products, which consists of: 

( 1 ) Letters and other mailings to 
all chain store buyers and managers, 
announcing the campaign, (2) retail 
calls on chain stores, to discuss the 
campaign and improved product dis- 
plays. (31 store tic-ins and plugs for 
Kitchen Kapers products in the store's 
advertising. (4) special sales of the 
air-sold products in major chains, I 5) 
extensive on-thc-air plugs and an- 
nouncements on W1P. ((>) extensive 
in-store displays, including giant post- 
ers, special arrangements, end displays 
id advertiser's products. I 7 ) trade 
press advertising. 18) continuing au- 
dience promotion and publicity in a 
wide variety of media aimed at the 
public. 

An outstanding feature of this "pack- 
age" deal is that the Kitchen Kapers 
show is constantly on a local road tour 
of Philadelphia and Camden clubs, 
charity organizations, churches, lodges. 
These ''remote'" broadcasts are a mer- 
chandising special unto themselves. Big 
product displays and product sam- 
pling is provided at such broadcasts- 
an art which WJP has perfected in 
the five years that it has aired the show. 
I pwards of 15.000 women annually 
see this merchandising showcase in its 
tours, and the effect of the commercials 
in the live show plus the plugs gar- 
nered in its tour, is sizable. 

WIP, it should be pointed out. does 
not start and stop its merchandising 
with its star attraction. Kitchen Kapers. 
'I he station also participates in such 
.MBS network merchandising deals as 
the recent ''Look. Mom — It's a Picnic!'* 
anil tries to do some kind of merchan- 
dising and/or promotion for virtually 
all of its network and spot clients. How- 
ever, the daily participation show re- 
ceives the lion's share of the station's 
merchandising support. 

HCSII. Portland, III*'. Merchan- 
dising is by no means confined to the 
big outlets in the largest cities, al- 
though their campaigns are more 
splashy and likely to attract the atten- 
tion of leading clients. Representative 
of the ty pe of merchandising done by 
air outlets in smaller markets are the 
(fftirls of WCSH. a veteran radio out- 
let of o kw. in Portland. Me. As stated 
by \\ CSU Promotion Director Lin- 
wood T. Pitman, they are not defined 
by formal limits, but generally include: 
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( 1 ) Letter? or post cards to local 
trade outlets that handle the air-sold 
product, since the station maintains 
lists of sonic 400 retail grocers, 150 
druggists, plus lists of department 
stores and other retailers, (2) occa- 
sional newspaper tie-in advertising, 
with the advertiser or distributor help- 
ing to cover costs, (3) occasional in- 
store displays for local or network pro- 
grams, hut without an) stead) or con- 
tract arrangements. l4l calls on local 
dealers b\ local air personalities on 
WCSH to plug a sponsor's programs. 



CFKN, Edmonton, Alberta, 
Canada Canadian stations are fol- 
lowing the merchandising trend, often 
patterning their efforts on those done 
in the U.S. Among stations north of 
the border doing merchandising is Ed- 
monton's 5 kw. CFRN. whose publicit) 
director. Isobel McDonald, states that 
the station's merchandising policy is 
"still growing." Wrote Miss McDonald : 

"Our basic merchandising for ac- 
counts placed directl) with the station, 
or for our more popular half-hour net- 
work shows, is as follows: 

"Letters to dealers throughout the 
coverage area telling them of the cam- 
paign and urging them to place the 
product on the counter or in the win- 
dow to increase the effective selling of 
the campaign. \ product that is begin- 
ning sales in our market area receives 
help through letters to wholesalers. 

"A special gimmick used for the 'To- 
mato Time' campaign for Campbell's 
Soups last )ear was an island display 
of tomato products with a loudspeaker 
and a recorded pitch to the passing 
customer, telling them about Camp- 
bell's products. It incorporated Camp- 
(Please turn to page 90) 



v'lll ir ii'i j i; M.iS , ;! li, Hi ii[ iiiii ]j „jjp >! i ,„' 
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Often merchandising plans go beyond 
simple store displays and point-of-sale 
promotions. Stations will in some cases 
cooperate witli a client's sales force in 
many ways, from making calls on re- 
tailers to doing research to trace the 
effectiveness of a merchandising cam- 
paign. Seen at right, top to bottom: 
WWISs Ray Linzza calls on local re- 
tailer; WCAU. l'hiladelphia. "ShoppiiS 
Fmh" show, which originates as a com- 
plete package from local food stores; 
n'GAR's "MerCllAlt\dising" operation; 
WORs N. Y. "Consumer Test /Vine/" 
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T7it* mevehattdisiny problem 

4. What direction should be 
taken by merchandising? Here 
are latest recommendations 



:reasingly controversial, radio sta- 




tion merchandising today poses a ma- 
jor problem to both advertisers and 
stations. Agreement is lacking on 
everything from the size of the station 
call letters in a poster to the methods 
by which the merchandising costs 
should be paid, as earlier articles in 
this section on merchandising have in- 
dicated. Many executives therefore 
arc asking today : "In what direction 
should merchandising travel in the 
future for the benefit of all con- 
cerned ? ' 

Here, too. there is lack of agreement. 
Among the ranks of clients, agencies, 
representatives, and stations the opin- 
ions on what should be done about 
merchandising run all the way from 
"We need much more merchandising 
by stations" to "Let's cut out radio 
merchandising entirely ." 

Many stations and admen, however, 
have thought long and seriously about 
the future of this extra promotional 
activity, and have some useful or in- 
teresting recommendations to make. 
SI'ov-ok herewith presents a cross-sec- 
tion of such "whither-merchandising?" 
proposals : 



What slat ions recommend 

Some of the country's leading stations, 
as comments presented elsewhere in 
this section show, see merchandising as 

'" :"• Ti i :■>' "' if ,:i if v: hi *"' r* H' in' i 

IS i 1/ fit' si mm* i* r* lifinff i s v r 

Cincinnati's WLW in undisputed Tif- 
fany's among stations uho merchandise 
their air advertisers, and has set the pat- 
tern for today's trend. WLW merchan- 
dising promotions tie in some 1 .000 
grocery stores, 500 drag stores in the 
station's hie f oar-state area with every 
type of merchandising gimmick. At 
left: W'lAX' rents space on the city's cahs 
on an annual basis, plugs periodic stunts 
like "Advertised Brands Week." Feiv 
stations, of course, are equipped to 
duplicate the amount of merchandising 
that WLW offers to its advertisers. 



46 



SPONSOR 



a dangerous tide which can drown the 
industry in a sea of rate-reducing, pres- 
tige-reducing competition disguised as 
"merchandising." 

One leading Midwest radio station 
voiced its recommendation in the form 
of a question: 

"Don't you honestly believe that 
the same time, effort, and money that 
such activities cost could be better di- 
rected into improving a radio station's 
program and physical facilities, thus 
making it a better buy for any adver- 
tiser?" 

Other stations queried by sponsor 
made comments along similar lines. 
Here are a few: 

• "No more than the bare minimum. 
If an advertiser wants fancy point-of- 
sale merchandising, he should do it 
himself or else pay extra. ' 

• "This isn't our job. Radio sta- 
tions should air programs, and then 
sell them and the adjacencies. The in- 
dustry will be better off if stations con- 
fine their outside activities of this na- 
ture to audience promotion." 

• "I say, 'Cut out the merchandis- 
ing.' Too many clients are using it 
as ian excuse to get what amounts to a 
rate reduction. Also, too many stations 
are propping up their rates with it. 
Let's be realistic." 

On the other hand, many a station 
that has tried merchandising finds it a 
useful extension of air advertising and 
recommends that radio stations every- 
where embark on it in some form. 
Typical of such comment are the re- 
marks of an executive of a 50 kw. out- 
let on the West Coast: 

"More and more consumer products 
are being sold in self-service grocery 
and drug stores where the effects of 
good air advertising are diluted by 
everything from poor shelf positions 
to uninformed clerks. Air advertising 
presells the consumer on a brand. Deal- 
er tie-ins — which we call 'merchandis- 
ing' — are increasingly essential today, 
and radio should do everything it can 
to provide more of them." 

Apart from recommendations which 
grow out of "for" or "against"' feelings, 
several stations made proposals to 
sponsor which dealt with possible im- 
provements in their relations with spon- 
sors and ad agencies, and for a more 
equitable distribution of the costs of 
merchandising. A few: 

• "Good merchandising is mighty 
expensive. I certainly feel there's a 
place for station merchandising, but it 
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ought to be set up as a special depart- 
ment of a station whose services are 
available to advertisers at an extra 
price." 

• "Merchandising should be restric- 
ted to premium-price shows which in- 
clude the costs of merchandising in the 
over-all show costs. This way, a bet- 
ter job can be done for advertisers who 
feel they must have merchandising, and 
are willing to pay for it." 

» "Advertisers should not sit com- 
fortably on the sidelines and watch a 
station knock itself out promoting a 
program or a spot campaign. The 
very least a program advertiser could 
do if a station has arranged a special 
store featuring or sale, for instance, is 
to ping the merchandising during the 
snow. 

• "We're often up against agencies 
who make a point of trying to line up 
merchandising for their clients. We 
have no argument against that, if the 
requests are within reason. But I think 
agencies would get more uniform mer- 
chandising, and better results, if they 
would make a point of cooperating 
with stations in the planning of mer- 
chandising campaigns, and adapting 
what a station has to offer to what a 
client needs." 

As these remarks indicate, merchan- 
dising is still in the evolutionary stage. 
There are no such things as industry 
standards for merchandising, as there 
are for, say, program lengths or com- 
mercial length. So far, the National 
Association of Radio and Television 
Broadcasters has not issued an analy- 
sis. But pressure from stations which 
are bewildered as to just how far to go 
in merchandising may set the NARTB 

lllli"' «'| rs!',|ii| |»» nim iflll If I'm ill' I 1 '" 11,1 'II !!" 



to re\iewing the situation and setting 
up standards. 

What clients recommend 

Like the N \RTB. the Association of 
National Advertisers has not adopted 
am resolutions or made any general 
recommendations on the subject of sta- 
tion merchandising. As gathered by 
sponsor, opinion among advertisers on 
how merchandising can be improved 
varies wide!) (one big reason win 
A\A has no particular stand). 

However, some leading clients all 
of whom were involved in merchandis- 
ing arrangements with stations or net- 
works — did make continents, such as 
these: 

• "Too much station merchandising 
is of the routine variety, the 'As adver- 
tised on WXXX.' There's no master 
plan to it. and it looks the same for 
different advertisers. Stations should 
try to gear more of their merchandising 
to pushing specific radio programs and 
products, and less to pushing the sta- 
tion's call letters and frequency." 

• "Costs of merchandising, when 
they're included as part of the rate card 
price, are spread unevenly over differ- 
ent types of sponsors. Our products 
don't lend themselves easily to mer- 
chandising, and therefore we get only 
token support. But we pay just as 
much for time as the guy who's getting 
the cream of the merchandising." 

• "As an advertiser, I'm always a 
little suspicious of media that offer 
fabulous merchandising deals. Too 
often in the past, I've found that this 
merely covers up weaknesses in circu- 
lation, or attempts to bolster a rate. 

{Please turn to page 97) 

i' j'i !jr|| !|« <i ;»i 111 I'll I 'II " , '" 



Merchandising recommendations 

:>ponsoh, on the basis of its industrywide survey, recommends the following 
guideposts to stations in rendering a reasonable merchandising service. 

1. If advertisers want something beyond what stations are set up 
to deliver, stations should charge for it on a businesslike basis. 

2. To acquaint distributors, chain executives, district managers with 
air cam paigns. stations should employ a merchandising contact man. 

tt. In their desire to do merchandising, stations should not neglect 
audience promotion (which includes merchandising elements) . The 
two services can often be combined to client's best advantage. 

1 '• i;i „ . :.: :., ,•: , .. ,::< 1:1 m uw mi in :r 'vr n pr - .■! c „ - , \ 
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TRIPLE THREAT 

POWER 

Most Powerful TV Station 
in Syracuse 




PROGRAMMING 

Programs from three major 
networks... CBS, ABC, Dumont, 
and excellent local shows. 




PROVEN 
RESULTS 

See your nearest KATZ 
AGENCY for time on Central 
New York's most looked at 
television station. 




CBS • ABC • DUMONT 



flMEN\ 

TELEVISION 

UYRMVm 




agency profile 



rhilij} I . Mi-Hugh 

Director Radio & TV 
Tracy Locke Co., Inc., Dallas 



A MEREDITH STATION 



Maii\ an ofiice-hound Eastern agenc\ man would raise a polite 
evebrow at the sight of Phil MeHugh's expense sheet. Recently, a 
week's itinerary read like this: "Sunday. Oklahoma City, recording 
for Light Crust Flour: Monday. Colorado Springs, to put new 
Borden and Budweiser announcements in production at the Alexan- 
der Film Co.; Tuesday, KPRC. Houston, with Jack Harris and Jack 
McGrew; Wednesday through Saturday, home office in Dallas: Sun- 
day, hack to Oklahoma Cit> for more recordings at WTvY." 

Phil explains all this perambulation b) sa\ ing : "The client of a 
regional agency expects and gets a great deal more service for his 
advertising dollar. He expects a better understanding of bis problems 
and quicker results in his advertising. This means that the agency 
has to produce more effectively and efficiently to keep ahead of the 
competition, whether it is national, regional, or local.'' 

Needless to say. a regional agency I even in Texas ) can't afford 
to take the provincial approach. As Phil puts it: "Tracy Locke, the 
largest and oldest agency in the Southwest, is complete!) departmen- 
talized with a modern research department checking on the effective- 
ness of the rest of the team. A constant eost-per-l,000-home analysis 
on every announcement and program the agency has on the air keeps 
the radio/TV director on his toes trying to get the client the con- 
stantly decreasing cost-per- 1.000 he expects. Our clients must think 
we're doing just that: Radio/TV billings are up 4001 in two years.'" 

Although Phil has born in the agency end of things for less than 
three years, bis broadcast background is a solid one. While class- 
mates with polysyllabic names were on the gridiron gaining fame 
as "Tin 1 Fighting Irish,"' Phil was devoting his non-curricular hours 
at Notre Dame to writing, directing, and announcing several hours 
of programs a week from the studios on the campus over the CHS 
outlet, WSBT. in South Bend. 

Joining CBS in L93«S, Phil went through the usual apprentice train- 
ing and was a full-fledged dim-tor when he took a leave of absence 
in September 1941 to accept a Navy commission. During the next 
five years he moved back and forth between special radio projects 
and regular sea duty. Phil returned to CBS lor three more years; 
then became executive producer with Brown Radio Productions in 
Nashville, lie joined Tracy Locke in Dallas as director of radio and 
TV in February 1950, and lias ridden the air media boom there 
ever since. * * * 
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FOUR months after WFAA opened The Early Birds show, 
the station held an audience contest to find a better 
name. Response was a ringing protest reminiscent of James 
Kimbrough Jones' fiery declaration on the floor of Congress 
in 1881. Congressman Jones was passionately opposed to 
changing the name of Arkansas. Listeners to WFAA's Early 
Birds were no less vehement in their defense of a name the 
station brass thought too corny. 

It all began in March, 1930. Forty-five minutes of early morn- 
ing music and nonsense was ready to go . . . only the name 
appeared doubtful. That doubt was erased by the ensuing 
contest. Twenty-two years later, The Early Birds, the oldest 
continuous variety show in radio, has yet to lay an egg. 



". . . change the name of 'The Early Birds'? Never!" 



after 22 years 
we think it the 
most beautiful name 
we know! 



Matter of fact, The Birds take to the air so well that in 
September this year their schedule was expanded from six 
to seven days a week ! They're currently feathering the nests 
of fourteen sponsors — and almost that number are stand- 
ing in line with automatic contracts. 

A saying is popular around here now : fancy names are for 
the birds — it's what you do with a show that counts. The 
Early Birds have sold 
everything from soup 
to nuts. Ask the Petry 
man to tell you more. 
Call him today! 



8 2 O 



DALLAS 

NtC-TQN AFFILIATE 




EDWARD PETRY i. CO 



NATIONAL REPRESENTATIVES • ALEX KEESE, Sfofion Alonoger • RADIO SERVICE OF THE DaLLAS MORNING NEWS 
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"FAVORITE STORY" WILL BE YOUR SUCCESS STORY 



Week after week, story after 
story, the most vivid and ex- 
Citing dramas ever presented 
to any audience anywhere! 

• STORIES that leave this week^s 
audience eager for next week's show! 

• SCRIPTS sparkling with the crea* 
tive genius of Lawrence and Lee! 




ACTORS . . . always the perfect 
cast . , . a galaxy of headliners! 

• SETTINGS AND COSTUMES 

an artistic triumph for each program! 

• MUSIC AND DIRECTION 

fresh and vigorous that make each 
program come vibrantly alive! 

• PROMOTION . . . finest array 
of merchandising aids in TV history! 




NOT ANYWHERE, BY ANYONE, HAS TELEVISION BEEN SO HANDSOMELY AND LAVISHLY 






The Greatest Single 
Advertising Medium In The 

J ast growing -Wealthy 
Pacific Northwest 



THE 


fati STATIONS 


K)?L-Po land IS, 
IXLY— Spokarte 


<!F;-BSStfe KfttL-Misiou 
KXLK— ©real Falls 


la KXLQ*-Boareman 
KXU-Helena 




New York 17, N, Y| 
347 Madison Avenue 
The Walker Company 

* • 


Hollywood 28, Calif. 
6381 Hollywood Blvd 
Pacific Northwest Broadcasters 


San Francisco 4, Calif. 
7 9 Post Street 
Pacific Northwest Broadcasters 


Chicago 1, Illinois 
360 North Michigan 
The Walker Company 
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What's New in Research? 



Difference bettrei'n one rating and unuther may 

be "statistical error" ii sample size isn't large 

llow important is the difference between a 4 and a 6 rating? On 
the answer to that question frequently hinges the decision on what 
station a tiinebuyer selects. But a booklet prepared by John Blair 
& Co. demonstrates with charts and figures that the difference be- 
tween a 4 and a (> is not significant unless the size of the sample 
used is large enough to rule out large statistical errors. The chart 
immediately below, for example, shows first the. situation which 
prevails when the sample size is 225. In this chart the curved line 
representing a rating of 6 crosses the horizontal line representing 
a 4 ( see circle) within the "non-significant'' area. Not until the 
sample size has been increased to 1 ,f 500 calls {second chart) does 
the intersection of these two ratings fall well within the "signifi- 
cant'' area. Not just a "gimmick." the Blair research is based on 
well-established statistical principles. A complete set of charts 
and mathematical addenda is available to admen and researchers 
from John Illair & Co., 150 East 4,'W St.. New York: N. Y. 



SIGNIFICANT AREA 4 t NON SIGNIFICANT AREA 




SAMPLE 
SIZE 



SlGNIHCANCt Of DI))IIINCf ei I * H N 1*0 RAIIN6S 



(UNIFORM SAMPKl 



Rating A - Lower Ratings (Horizontal Lines) 
Rating B - Higher Ratings ( Curved I i nes ) 



SIGNIFICANT AREA 4 Y NON-SIGNIFICANT 

AREA 




sicnimcanci of DiiniiMvi etiuftN mo haiinos 



• UN If OR M iAUPIO 



~ H lllllltlll hi i .mi Bill 1 III 1 1 
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HELD 

SIOUX FALLS SOUTH DAKOTA 

50DD W. NBC 



Serving and Selling the Richest Corner 
of Four States with 99.3% Radio Homes 

announces the appointment of 

THE 

0. L. TAYLOR COMPANY 

as 

National Representatives 

HOMETOWN JAMBOREE . . . Hays 48 
towns per year in KELO Primary. Ama- 
teur contests, plus professionals, plus the 
search for Mr. and Mrs. South Dakota. 
Full page promotion weekly in the. Sioux 
Falls' Daily Argus Leader, plus extra 
hometown rural page. $200.00 per ¥• hour. 



MARIE HORTEN 

Show 



Sioux Falls' Women's 



LITTLE OSCAR . . . Sioux Falls Only Daily 
Live Talent Show 

FARM NEWS . . . South Dakota's farm 
news by South Dakota's Farm Authority, 
Les Harding. On the air at jarm listening 
hours. 

TRI-STATE COVERAGE 

.5 MV Area 

51 Counties 
Population .. 700,000 



Radio Homes 



207,000 



PRIMARY & SECONDARY 
COVERAGE AREA 

87 Counties 



Population 
Radio Homes 



1,250,000 
354,000 



"The First With The Best in The 
Upper Midv/est" 

KELO 

SIOUX FALLS SOUTH DAKOTA 

5000 W. IV BC 
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REPRESENTING 
LEADING RADIO STATIONS: 



EAST, SOUTHEAST 

Boston-Springfiel 
Buffalo 
Philadelphia 
Pittsburgh 
Syracuse 



WBZ-WBZA 
WGR 
KYW 
KDKA 
WFBL 



Charleston, S. C. 
Charlotte 
Columbia, S. C 
Norfolk-Newport News 
Raleigh-Durham 
Roanoke 

MIDWEST, SOUTHWEST 

Des Moines 
Davenport 
Duluth-Superior 

Fargo 

Fort Wayne 
Indianapolis 
Kansas City 
Louisville 
Minneapolis-St. Paul 
Omaha 
Peoria 
St. Louis 




WCSC 
WIST 
WIS 
WGH 
WPTF 
WDBJ 

WHO 
WOC 
WDSM 
WDAY 
WOWO 
WIRE 
KMBC-KFRM 
WAVE 
WTCN 
KFAB 
WMBD 
KSD 



Beaumont 
Corpus Christi 
Ft. Worth-Dallas 
Houston 
San Antonio 



KFDM 
KRIS 
WBAP 
KXYZ 
KTSA 





Pioneer 



MOUNTAIN AND WEST 

Boise KDSH 
Denver KVOD 
Honolulu-Hilo KG MB KIIBC 

Portland, Ore. KFX 
Seattle KIRO 



ANNOUNCER SAID 
YOU COULD GET IT FOR ME!" 




One of the amazing things about radio is the personal equation 
that builds up between announcer and listener — 
a powerful and persuasive human relationship that never, never, 
never exists between a reader and, say, 24-point Caslon Bold Italic. 

Whether you are a top executive or the newest 

cub in advertising, you know that sales do depend largely 

upon this very quality — and that RADIO can give 

it to you in far greater degree than printer's ink. 

National Spot RADIO also gives you the ultimate in advertising 
coverage, advertising impressions-per-dollar, advertising 
flexibility, advertising efficiency. Media buyers yet unborn wik 
be using Spot RADIO effectively. The economics of the 
communications industry permit no other thoughtful conclusion. 



INC 



elevision Station Representatives 

j Since 1932 

NEW YORK 
CHICAGO 
ATLANTA 
DETROIT 
1 FT. WORTH 

! HOLLYWOOD 

SAN FRANCISCO 




FURNITURE ITEMS 



REDUCING BOOKLET 



"■I'ON^OK: Jon it- Furniture Co. AGENCY: Direct 

( \1M I K C W; IH^rom ; This company, a participat- 
ing sponsor on the Tommy Reynolds Show ( Monday 
through tnday. 2:00 to 3:00 p.m.), used just one an- 
nouncement to plug some small cash-and-carry furniture 
items. In less than 24 hours. 105 of these items — at an 
average price oj S3. 75 each — were sold as a direct result 
oj the one plug. Jorrie's, the first sponsor on this year-old 
niulience-parlicipatioit show, is still using the program. 

K.EYL. >an \ntcmio PROCR \M : Tommy RevimhK Show 



SPONSOR: Lo-Ca]oi> Food Corp. \GKI\CA : Grey 

CAFSl LF. CASE HISTORY: This sponsor wanted to pro- 
mote its RDX Tablets, a dieting aid. The company took 
three one-minute participations a week on this daily I 2:30 
to 3:00 p.m.) beauty-advice program hosted by Richard 
Willis. To circulate the company's special reducing plan 
{and help boost sales of the tablets), Willis offered the 
firm's booklet on reducing for 10£ a copy. After just 
three mentions, over 10.000 letters with dimes poured in. 



WNBT. New York 



PKOORWI: HereN. Looking \t Y< 




VENETIAN BLIND PARTS 



SPONSOR : Levolor-Forent/en. hie 



\(;F.NCV: Fri.n,l-Rei — 
MeGkme 



CAPSFLK CASK HISTORY : This company manufactures 
parts for custom-made I enetian blinds, sold nationally. 
To familiarize consumers with their product and brand 
name, they offered a free decorating booklet via the Ted 
Steele Show {daily 2:30 to 5:00 p.m.). Three participa- 
tions a week {at SI 25 each ) produced over 2.000 inquiries 
in a four-u eek period. Sales of Levolor parts rose 25' i in 
the \ew ) ork area as a result of this and other video use 
{two other stations). Firm now uses T\ in 10 cities. 



\\ PIY New \ ork 



PROOF. \M: Te.l Steele Show 



HEADLIGHT-DIMMER 



H'OV-OR : How Motor Sales Co. 



\GEX<A ; Direct 



C\PS| I.F C\SK IKSTOin • 'ft, explain and promote the 
neu ttttronic Lye (an automatic headlight-dimmer) avail- 
able on the 1052 Oldsniobile, Row Motor scheduled two 
announcements per week on II ()()I)-T\ . The company's 
general manager. Harold II ". Rockwell, compared the ef- 
fectiveness of this advertising with the get ting-across oj 
II yd roinatic Drive some |0 years ago. lie said: "After 
two years of promotion of llydromatic at that time, it was 
less well knou n ami understood than lutronic Eye is after 
just a month of 1 1 promotion in <nir area." 



OFFICE SUPPLIES 



SPONSOR: McCmifkh Printing Co. \GE.NCA : Noble-Dory 

CAPSULE CASE HISTORY: After being hired to print a 
series of success stories for WSM-T) T covering a wide va- 
riety of items. McQuiddy decided to see what TV could 
do for office supplies. They took a short schedule of an- 
nouncements, then a half-liour program once a week on 
IVSM-TI . One month later, sales for the office supply 
division were up approximately 20' < over the same month 
of the previous year. By the end of the second month, 
sales had jumped 55' i. \o other advertising was used. 



\VS\I T\. Na-hville, Tenn. 



PROGRAM: American Forum 
of the Air 



ELECTRIC BLANKETS 



SPONSOR: General Electric Supply 
Corp. 



NGENCY : Goldthuaite- 
Smith 



CAPhFLE CASE HISTORY : To sell its C.E. electric 
blankets, this account took participations on the Del 
Courtne\ Show (3:00 to 4:15 p.m.) three days a week. 
A mail gimmick teas used to test results of blanket sales: 
A C.E. heating pad was offered to the viewer writing the 
best letter on why he liked his new C.E. blanket. The first 
two mentions of this offer brought more than 1.000 letters. 
C.E. Supply teas so satisfied, it decided to sell its vacuum 
cleaner line on the show. too. Cost: S65 per participation. 



KPIX. San Francisco 



PR OCR \,M: Del Courtney Show 



COLORED CLOTH TAPE 



SPONSOR: Mystik Tape \GFACY: Geo. H. Hartman 

CAFSl EE CASE HISTORY : This sponsor was launching 
its Myslik Tape colored and printed adhesive cloth tape 
with a variety oj uses in the Columbus market. It picked 
Aimt Fran, a lady who tells stories to pre-school moppets 
daily 4:00 to 1:30 p.m. on IFRXS-TI', to sell Mystik Tape 
kits, a youngster's play item. Aunt Fran plugged Mystik 
on alternate Thursdays. The sponsor reports: ' l Al a re- 
cent conference of hardware operators, the representatives 
from Columbus and vicinity reported more Mystik Tape 
sales than those in any other area, due to Aunt Fran." 



WOOD-'n. Graml liapi.F. Mich. I'ROCR \ M : Nnnomu enient* 



\YR\ST\. Coiiiml.n-. Ohio 



PR OCR \M: \imt Fran 




Miss Claire Figg, Professor ftonkin. University of Delaware; Dr. Edgar ft. Miller, heart specialist; Miss Alice Doyle; 
John Balling, heart patient, Miss Irene Blasluewicz; and Mrs. Gloria Durham, program hostess 



WDEL 



PRESCRIPTION 



Jj&t Jtwvruf mfifc Ui?u/u rfea&C 

The substitution of hope and knowledge for fear and misunderstanding 
is the purpose of a series of programs on heart disease presented weekly 
by WDEL-TV, in cooperation with the Delaware Heart Association. 
On "Live with Your Heart," eminent medical authorities appear 
before the WDEL-TV cameras to discuss the causes, symptoms, and 
treatment of various kinds of heart disease, and to present the case 
histories of individual patients. A similar series last year was so well 
received that the Delaware Heart Association plans an augmented 
series this fall and winter — proof positive of successful programming. 
"Live with Your Heart" is one of the many public-service programs 
presented by WDEL-TV in the interests of healthier, happier living. 

lMff^Pl flf WILMINGTON 
if UEL H I W DELAWARE 

A Steinman Station 

Represented by 

ROBERT MEEKER Associates 



New York 



Chicago 



Los Angeles 



San Francisco 
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Tlu» 

picked pane! 

answers 

Mr. lloleoinbe 

Laughter is eer- 
lainl) infectious, 
and *ince a view- 
er is often beset 
with a thousand 
distractions. he 
ma) need his tel- 
ex ision h u in o l 
cued for him. 
In this sense. 
Mr. Bundgus recorded laugh- 

ter set> a mood 
that heightens the humorous environ- 
ment of a program, and therefore the 
enjoyment. We've all heard of the 
character who doesn't know when to 
en. When that character i* our view- 
er, he will gel his cue from the record- 
ed laughter of the situation comedy, 
and after a few chuckles, will probabh 
he in a more receptive frame of mind. 

Hut such recorded laughter must he 
honest and must he spontaneous. 
\\ hen it is duhhed. producers are gam- 
bling the very integrity of their pro- 
grain if ihc) do not employ delicate 
discrimination in evaluating the rela- 
tive reaction to each gag. One phony 
burst of applause where it is not mer- 
ited can lose the viewer s concentra- 
tion on a dozen genuine yocks, 

TliU is pail icii la rly true when 
dnbhed-'m laughter is used for pro- 
duction reasons only, either to stretch 
lime 01 to heighten "reaction" to en- 
tertainment vallevs of the program. 
I here is nothing quite so unfunny as 
heating a rolli* king outburst of studio 
audience laughter at a gag thai com- 
pletely iui«e« target. In such < ases. 





Does recorded audience Utuyhter culcl to viewer 
enjoyment of « filmed TV siittution eomedy show? 



Eugene C. Holcombe 



Advertising Manager 
Special Products Div. 
The Borden Co. 
New York 



1 in sure that the home viewers so 
back to the old belief (hat such laugh- 
ter is forced applause stimulated by an 
ni.c. out of camera range. And when 
they suspect the integrity of your show, 
better watch that slipping Nielsen. 

Recorded laughter is a sound de- 
v ice for heightening entertainment, and 
when spontaneous, it is usually a great 
asset. But when dubbed, it should 
only be employed the way a top mas- 
ter chef uses his seasonings — a soup- 
eon here, a dash there, an occasional 
sprinkle, and only in warranted in- 
stances — a whole handful. 

Jules I_?undgi;s 
Pus. Mgr. Radio & TV 
Sherman & Marquette 
New York 



That's not an en- 
lirelv unexpected 
question and I, 
for one. am very 
happy at the op- 
portunity to an- 
swei it. 

1 don't care 
who vour star or 
stars are: who 
vour director is 
and who or how 
nianv topnoteh writers compile your 
situations the contagion of laughter 
makes a funnv situation funnier. 

The moving picture theatres are 
proof enough of that pudding. Look- 
around and listen particularly the next 
time you are at a movie. In a picture 
house, am member of the audience 
that laughs is induced by the laughter 
of the rest to laugh louder. 

5o the impression of a funny se- 
tpience in a motion picture is there- 




Mr. Sharpe 



fore formed to a large extent not only 
with what is seen and heard on the 
screen, but what's heard in the rest of 
the audience. 

That is probably one of the most 
important parts of our all-over tech- 
nique in filming / Love Lucy for Phil- 
ip Morris and My Hero for Dunhill on 
television. 

For on TV it is a most important 
problem. The v iewer of a comedy se- 
quence on the television screen does 
not have the benefit of a large num- 
ber of fellow -viewers surrounding him 
and infecting him with the contagion 
of laughter. If he laughs, he either 
laughs alone or with very fev\ T other 
people in the same room; your situa- 
tion without any audible laugh-prompt- 
ing has to be virtually perfect comedy. 

Therefore, laughter that is picked 
up on a sound track from an audience 
that either sees the show while it's ac- 
tually being filmed, or from an audi- 
ence that sees the finished filmed show, 
has to and does substitute for the au- 
dience that watches a picture in the 
theatre. 

Don Sharpe 

Packager and Executive 
Producer of 1 Love 
Lucv and My Hero 



The Creeks bad 
a proverb . . . 
"Ill-timed laugh- 
ter is a danger- 
ous evil." \ow 
this w liter wants 
no part of a 
quarrel with a 
Creek scholar, 
nor does he want 
to tangle with 




Mr. Weinrott 
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ihe producer of a filmed situation com- 
edy employing taped laughter. But if 
sides must be chosen, the above-signed 
will string along with the Greeks. 

Situation comedies are with us in 
force and the laughter on the sound 
tracks is growing more and more 
forced. If a pratt-fall ensues, taped 
laughter resounds. So far so good. 
But when a lead comic turns Ids head 
for a regulation take and a bellow re- 
sults, it's plain downright irritating. 

In other words. I'm not a laffer just 
because the sound track is. I'm a mem- 
ber of an audience in the privacy of 
my living room and I don't want 
canned laughter intruding when the 
situation isn't funny to me. 

A number of years ago, the Marx 
Brothers developed a system of testing 
laughs before they made a motion pic- 
ture. They took an excerpt of the com- 
edy they were to put on film, trimmed 
it down to tab size, and toured the 
vaudeville and/or picture houses with 
it. After the tour, they knew where 
the laughs were and the motion pic- 
ture was shot accordingly. 

Perhaps this is one answer to the 
current problem. If a real audience- 
laughter-sampling were to be present 
during filming, and the laughs record- 
ed and noted, tracked laughter could 
then be added to the finished product 
with a natural-sounding, natural-se- 
quenced result. 

And finally, I, too, love Lucy. And 
I laugh because it's funny and because 
when a thing is funny I laugh. 

Maybe situation-comedy shows just 
have to be plain funny and let the 
laughs come as they will. 

Lks Weinrott 
TV Executive 
Ted Hates S: Co. 
New York 



Our experience 
here at Y&R has 
left me with the 
very definite con- 
viction that laugh 
tracks have a 
value in situation 
comedies. 

In the early 
days of television 
— way hack three 
or four years ago 
-we had several situation comedies 
without laugh tracks, and we now have 
Our Miss Brooks and / Married Joan 
(Please turn to page V>2) 






BILLION DOLLAR 
PRESENT FROM 
"SANTA CLAUS"! 



That generous old gent, Santa 
Claus, brings presents to most 
people only once a year. But 
down in New Orleans, WDSU 
is in the position of being 
"Santa Claus" all year long 
(366 days this annum)! The 
reason ... is the "gift" that 
WDSU delivers — worth one 
BILLION dollars! 

Yes . . . the "Billion Dollar 
New Orleans Market" is 
WDSU's gift to alert and ag- 
gressive advertisers. In addi- 
tion to a rich metropolitan 
area, the powerful and per- 
suasive voice of WDSU 
thoroughly saturates the sur- 
rounding trade territory of 17 
parishes (otherwise known as 
counties). This "present" con- 
tains over one million persons 
whose retail buying habits ac- 
count for the spending of 
more than one billion dollars 
annually! 

If your sales picture has been 
"bad" . . . why not do as so 
many other "good" boys (and 
girls) have done. Write a let- 
ter to "Santa Claus"-WDSU 
that is— and let us tell you all 
6bout the wonderful "present" 
we have for your future! 



Mr. Meade 



• Write, Wire 
or Phone Your 
JOHN BLAIR Man! 
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\{ i> gratifying indeed to learn 
dial I have a reader — to he spe- 
cific, W illiam J. Ganz of the film 
company of the same name. Bill 
look the trouble to write me a two- 
page single-spared letter regarding 
inv recent two-part masterpiece on 
the role of the artist in TV copy. 

I think I'll use the letter as a 
point of departure, since Mr. Ganz 
launched into a subject that I've 
been meaning to discuss for some 
time. But first, as they say in the 
commercials. I want to let my cor- 
respondent know that I'm in com- 
plete agreement with him, even 
where he says he takes issue with 
what I previously w rote. 

Bill says there "ain't no such 
animal" as an artist who under- 
stands advertising and the mechan- 
ics of television. Maybe so. hut 
that's the breed we should be shap- 
ing, Pygmalion-like, right now. We 
sure need 'em. 

Bill suggests that the team of 
writer-artist be expanded to a tri- 
umvirate to include producer. A 
necessary addition but one I didn't 
mention, since I felt the writer- 
artist duet must start the copy and 
then, of course, a production man. 
whether he he an agency employee 
or from an outside film concern, 
he brought into the planning at 
once. Here not only can the sensi- 
ble economies be effected but 
added production-values can be in- 
cluded. The planning stage is 
where to do this. 

And this all brings me to my 
topic for today-- one that Bill 
(/an/, raised. It's a problem faced 
by all agency men: that of seeing a 
commercial series scut out in script 
or story hoard form for estimates 
from several supposedly abb 1 and 
reliable film producers, then wait- 



ing breathlessly for the return* 
only to discover an exasperatingly 
wide spread in price from the com- 
peting concerns. You ask yourself, 
"Did tht'y all see the same 
scripts?" 

Recently, a group of story- 
boards 1 had something to do with 
was returned by a trio of produc- 
ers and the price range was from 
$12,000 to $18,000. Each of the 
bids was rendered by an experi- 
enced outfit; each came from a 
firm we had confidence in: each re- 
ceived identical storvboards and 
no one had any more to base his 
price on — no inside discussion or 
past experience with this specific 
advertiser. All started even — and 
look where they ended up! 

Why this $6,000 disparity? 
Well, perhaps one says a way to 
reduce the location shooting is by 
use of process shots (rear-screen 
projection) at no loss of quality. 
Perhaps another felt that the optical 
work could be simplified — at a 
substantial saving. And maybe the 
high bidder was attempting to fol- 
low the storyhoards to the letter, 
even dressing them up somewhat. 

These items could cause the 
price differential. In other words, 
two out of three of the companies 
bidding very probably were trying 
to hold costs down i a worthy ambi- 
tion in this gold-plated medium ;"!/ 
— and it's a great big "if" — no 
loss in quality or impact were; to 
result. 

There might very well he anoth- 
er reason for the wide range in the 
bids .submitted too. Let's he frank 
and say that one film perhaps de- 
sired to get the agency's and cli- 
ent's work far more than the other 
two. Perhaps they wanted to use 
it as a prestige builder for other 



business. Perhaps they were on 
the verge, of another big order 
(even a program) and wanted to 
make "the big impression." Or 
perhaps they were actually in pro- 
duction on a similar job requiring 
similar locations, camera crews, 
optical work, art treatment: thus 
by doubling of their production or- 
der, they felt they could spread 
their costs out over two jobs. 

Let's also realize that there is a 
figure included in most estimates 
known as a "cushion." This, 
through sad, sad experience. most 
producers have found to he very 
necessary. The remakes they so 
often are forced to make couldn't 
be billed to the advertiser or 
agency despite the fact that the new 
shooting or optieals or what-have- 
you were solely the responsibility 
of the agency or the client. 

Therefore, friends, and Bill 
Ganz, these are the reasons why J 
think estimates vary so much. 
What can we do about this? Get to 
know and trust several producers 
rather than a dozen. Get to know 
their personnel as well as our own 
so they can he brought into the 
job early instead of along the later 
stages of the planning. Help this 
personnel to learn the product- 
point-of-view of specific advertis- 
ers so this vital knowledge can be 
brought to hear during each job. 
It's taken the agency years, usual- 
ly, to learn about a product and 
the people who decide how it shall 
be sold. Let's give the film pro- 
ducer a break — and some of these 
advantages. It will pay off if we 
do! 



commercial reviews 

TELEVISION 

>po\sok: Marlboro Cigarettes 

ackncy: The Biow Co., Inc., N.Y.C. 

I'Kocram : Chainbreaks 

inunniCKll: Universal International 

The theme line of "escape from the 
commonplace," a rather erudite way of 
selling a cigarette, comes to life in tele- 
vision as it could in no other medium in 
the Marlboro chainbreaks. The first scene 
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T. V. story board 

4 column sponsored by one of the leading film producers in television 

S A It It A 



NEW YORK: 200 EAST 56TH STREET 
CHICACO: 16 EAST ONTARIO STREET 




Surprise is the keynote in a series of live-action spots tor Hostess Cup-cakes. 
A typical example shows the jaded rajah spurning gold and jewels, hut a-ah, 
when the Hostess Cup-cakes appear! . . . Fantasy merges into stop-motion 
shots of the cakes, a point-of-sale success story, and a home scene of happv 
eating. Entertainment and persuasive selling are hlencled smoothly in these 
productions made by SARRA lor Continental Baking Company, Inc. through 
Ted Bates & Company. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




20-second commercials made for use on the Jackie Oleason Show have a novel 
twist. While a personable young man on the live show describes the advan- 
tages of Schick Electric Shaver, flashback shots of the same man in a variety 
of settings show him shaving and illustrate the points he is making. Pictures 
and messages combine to carry extra conviction in these commercials pro- 
duced by SARRA for Schick, Inc. through Kudner Agency, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




A series of 60-second commercials for Cerber Baby and Junior Foods are 
seen on the Kate Smith Hour. They combine charming live-action shots ol 
babies with stop motion and shell displays of the products. Cerber's trade- 
mark baby and slogan, plus a logo formed from child's building blocks, 
climax a sales-winning message with strong product identification. When 
used as spots SARRA'S Vidc-o-riginal prints give the same clear reproduction 
as the master prints. Planned and produced by SARRA under the direction 
of D'Arcv Advertising Company lor Cerber Products Company. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Sullivan, Stauffec, folwell t BaVlt'sJiM* 

4 3^ PiyTH AVFNl'E Nf.W YORK lb 



fi ei omt R. Reeves 
ftBNS-TV 

4°5 Olentangy River Road 
"'olumbus Ohio 



Lear Tad : 

Afraid I have waited much too long in writing to tell 
you what an excellent job your station did on the film 
spots for the Bceman ' s Pepsin commerc ml product ion 
project So now I would like to rep.i ,ter a most sincere 
thanks to you, your Film Department and other members of 
your btaff who participated in this project, for your 
splendid cooperation 

A'e all felt the finished rerults were most satisfactory, 
and h^ve just potten approval to extend this spot cam- 
paign m Columbus through June 30. 

ifou m.-jy be interested to know that Beem'in's Pepsin sales 
for the Columbus arc-a during the month of April showed 
the improvement hoped for. Since TV is the "plus" adver- 
tising being done on this brand in your market, this 
seerrr.. to indicate that our spot cnmpn ipn out there has 
produced result . 

Again, my sincere thanks for a job well done. 

Best regj rds . 
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3. iSilUatn Andcr on, Jr./fdg 




you can see the 
difference on WBN5-TV 





uibns-tv 



COLUMBUS, OHIO 
CHANNEL 10 



CBS-TV NETWORK • Affiliated with Columbus Dispatch and 
WBNS-AM • General Soles Office: 33 North High Street 
REPRESENTED BY BUIR TV 



Rim commercials far 
thi iucca*tful bc«- 
man'» P«pcin tpof 
campaign woro pro- 
duced tn WBNS-TV* 
Own 16 flint, labora- 
tory, and ore indica- 
tive of WINS-TVt all 
inttuilv* i*rvlc«t 
a vol lab I* to local,, 
regional and notional 
advertisers. 



is of some real high-brow sport, for exam- 
ple, in the spot I viewed — deep-sea fishing. 
Following a nice strike, a good-looking 
chap lights up a Marlboro which he obvi- 
ously enjoys. 

The sound track is entirelv voice-over, 
handled by David Ross. 

This combination of well-spoken words 
and really slick photography gives an aura 
of class and an aroma of savoir faire to 
Marlboro which is what the brand is after. 
But the motion allowed via television gives 
added interest and drama to a concept that 
might well be devastatingly static and 
hence excessively dull in space advertising. 
In TV, I'd say it's quite a nice way of 
selling a special brand of smokes. 



si'ONSOR 

agency : 



PROGRAM : 
PKOUt'CKB: 



Dormin Sleeping Capsules 
Dowd, Redfield & Johnstone, 
_ Inc., N.Y.C. 
Chainbreaks 
Video Varieties 



For those among us who feel there is too 
much preoccupation with the video in tele- 
vision copy and that the net result of all 
these zooming packages, Belasco-like sets, 
and braces of thespians is sheer confusion 
while the ad-message becomes mired and 
lost, let us discuss Dormin. The product 
of this name, which similar to many pro- 
grams in the medium, serves to induce 
sleep, has simplified its video practically 
(and economically) to the point of no re- 
turn. 

And not a bad idea as done here either. 
A simple line-drawing cartoon in style of 
a sleepsr-in-bed (actually a direct pick-up 
from Dormin's animated display on Times 
Square) is presented for the full 20 sec- 
onds of this chainbreak. The only conces- 
sion to the fact that television permits mo- 
tion is made in the regular rising and fall- 
ing of the sleeping person's chest (which 
looks more like his stomach) . 

On the other hand, great pains were 
taken to add interest and believability to 
the audio. Norman Brokenshire was hired 
for the voice-over and is given name-credit. 
His delivery is smooth and convincing, 
running the length and depth of the an- 
nouncement to the almost complete exclu- 
sion, as I mentioned, of video-action. 
Whether the approach described here gets 
the most out of the medium is hard to say 
but when it's contrasted with some of the 
sillier video we witness these days plus the 
high cost of achieving same, I'd say the 
Dormin folks haven't been caught napping 
at all. * * * 
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Mark Twain must have been referring to WSB-TV. 

Because if anybody talks about the weather, we sure do! Six times daily, 

either as straight weather shows or as summaries 

included in news programs, WSB-TV provides this area with 

weather information. This long established service is another of the reasons 

why WSB-TV has such an overwhelming degree of audience 

dominance in the Southeast. If you are interested in weather or in news 

why not contact a Petry man? He might have something good for you. 



wsb-fv 



Atlanta, Georgia 



World's largest TV tower, 
50,000 watts, Channel 2. 
Affiliated ivith The Atlanta 
Journal and Constitution 



*Popularly attributed to Mark Twain, most 
authorities claim the expression originated 
with Charles Dudley Warner. Take your pick. 
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IVTV.J plays lavish weekend 

Mam agenc\ limebmers have ne\er 
had a chance to slitd\ the operation oi 
a 1 \ station. Put on a weekend earh 
in November, some (>5 of them from 
various pails of the countn caught tin 
on tin-- pari ol their education 
through the eourlesv of W T\ J. Miami 



I o make the oeea,iou of the open- 
ing of its new studios a gala one. 
\\ T\ J imited ahoul 150 gucts. Rep- 
resentatives of the press, of broadcast- 
er and other organizations j including 
rep Free & Peters I were invited in ad- 
dition to the timel iu\ ers. Presiding 
hosts at the event were Mitchell Wolf- 
son. \\ TV.] president, and Lee Ru- 
witch, v.j). and general manager. 

riinehmers (King flown from New 
York included:' 1)151)0 Man Ellis. 
Hope Martinez. Elenore Scanlan. Ger- 
trude Scanlan. 'I ticker .Scott. F rank 
Silvernail: Seheideler. Beck & Wemei 
Vera Brennan. Sal I \ Bey nobis. Jean 
Sullivan; Victor A. Bennett Co. — Alice 
Stiiniatas: l!iow Ethel Wiedei : Gey pi 

\dvertising Betty Powell; Compton 
Genevieve Schubert: Foote. Cone X 
lidding Lillian Sell.; Grey Helen 
llartvig: Noting X Rnbicain Frank 
Coulter. Martin Murphy: J. Waller 

I houip.s(»ii Jean Jailer*. Mario Kirch- 
cr. Jayne Shannon. Nancy Smith. Bill 

I liomas; Benton <x liowlcs Fred Apt. 

I liclda Cordani, Muriel Mark: llarrv 
P). Cohen Man Dimhivcy ; Fllinglon 
Dan Kane: William 11. Weintraiih 



host to timehtiuers. others 

Fee Currlin: Berminghant. Castle- 
man & Pierce — John McNeill; \. W. 
\\ei- Jack Purves; Cecil \ Prcsbrev 

Heihert Cruher. Harry Parnas; Mc- 
Cann-Fricksnn Martin Kane. Ted 
kellev: SSCP John \IcCorkle : Ar- 
thur Pardoll; Lennen & Newell — Frank 



Daniel: Ted Bate, -Mac Dunhar. Bill 
Kenned). Al Petcavage: Dancer-Fitz- 
gerald -Sample — Edward Scherick. 

Chicago timehuyers attending were: 
Buth Bahich of Earle Ludgin & Co.; 
Clifford Bolgard. Sherman & Mar- 
quette: Richard Coons and Leonard 
Matthews. Leo Burnett Co.: Fd Fitz- 
gerald. J. Walter Thompson: Gene- 
vieve Lemper. Foote. Cone & lidding; 
Jane McKendry. Needham. Louis & 
Brorby: Louis Nelson. Geoffrey Wade 
Advertising: Mary Poloson. McCann- 
Frickson; Marion Bi uter. Y&K: llollv 
SlnAel). ButhraufT & Ryan. 

From Detroit came timebuyers Ceor- 
gina LeFevre. MacManus. John & Ad- 
ams; Carl Ceorgi Jr.. I). P. Brother: 
Wendell Moore. Grant Advertising. 

Agency people coming from \tlanta 
included: Mrs. C. C. Fuller, Tucker 
Wayne & Co.: Sarah Williams. Filler. 
Neal & Battle; Robert Kcefe. Lakc- 
Spiro-Shui man. Memphis: Aubrey 
William.s. Fitzgerald Advertising. New 
Orleans; Robert Williamson. Piedmont 
Advertising, Salisbury. N T . C. : M. 
Kathrine M( Cowan, Frcitag Advertis- 
ing. Atlanta. * * * 



Wheeler's sales film 
can « iff air pitch 

Elmer ("Don't sell the steak, sell the 
sizzle") Wheeler has increased sale, 
for some of America s leading corpora- 
tions from 200 to 2.000' , . His success 
formula i, depicled in a new sales- 
training film which had its premiere 
showing at the New \ ork Sales Exec- 
ntives Club on ]<> November. 

Sponsors might take extra-added in- 
terest in this film since Wheeler', five 
basic principles are as applicable to 
radio and I \ selling as to in-person 
situations. The pitch of an air an- 
nouncer can be injected with the 
Wheeler psychology as readily as can 
the talk of a retail salesman. 

The film, titled "Selling the Sizzle. " 
stars W heeler himself. It is a depar- 
ture from i un-of-the-mill. finger-point- 
ing training movies, instead uses an 
informal, rib-tickling approach. Koto- 
vox. Inc. Memphis, produced it. 

The mov ie has two parts. The first 
20 minute- set forth the basic Wheeler 
psychology of selling and apply to any 
t\ pe of product or service. The final 
10 or 15 minutes are tailor-made to 
fit the specific sales problem of a given 
company: W heeler's aid is available on 
this. Fotovox offers the first 20 min- 
utes to companies who would like to 
build the 10 or 15-minute tailor-made 
addenda for the cost of the addenda 
alone. The entire film is in color. 

The initial movie shown at the N. ^t . 
Sales Executives Club wa« made for 
the Receiver Sale, Division of the AL 




Dtlvtont, Wheeler, and Halpin at premiere 

len B. DuMont Labs. Photo I above 1 
taken nt premiere shows (1. to r. I Dr, 
Mien B. DuMont, president of the 
Lab,: Wheeler; Dan D. Halpin. gener- 
al sales manager, Beeeiver Division. 

W heeler has been rejuvenating sales 
forces of business organizations with 
his '"sizzle"' psychology for the pa,t 10 
Years, Among the 247 corporations on 
his client list are Johns-Mansville, 
Reader's Digest. Hotel Statler. Ameri- 
can Airlines. Sears-Boebuck, B. II. 
Alacv. The Hoover Co, * * * 




Part of timebuyer group with WTVJ president Wolfson (center); they were wined and dined 
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Briefly . . . 

The u \VIaggie" of se\en Holhuuod 
"Jiggs arid Maggie" movies is now 
selling products for sponsors on TV. 
Kenie Riano. screen and stage actress, 




Renie combines glamor, humor, kitchen sense 

lias her ow n daily (2:00 to 2:30 p.m. I 
honieinaking and cooking show I Star 
in the Home) on \\TV\. Columhus. 
where she uses the enthusiasm and 
humor for which she is famous to sell 
products for local food companies and 
for General Electric. (Participations 
are now open to national food and 
household-item accounts, the station 
announces.) Renie gives her house- 
hold hints, feminine chit-chat, and 
many varieties of gatherings — teas, 
huffets. dinner receptions — on a set 
which includes a streamlined G.E. 
kitchen and a smart living room. 

-:s if * 

Retail stores fiNRDGA members) 
sponsoring local radio programs broad- 
cast in 1952 are eligible to enter the 
National Retail Dry Goods Associa- 
tion's annual contest to determine the 
year's most resultful radio programs, 
newspaper advertisments, and displays. 
Radio awards will be made in three 
store-volume classifications — under $5 
million; between $5 million and SIS 
million; and over $15 million. En- 
trants must submit, by 10 December, 
one transcription of their program and 
three scripts, as well as evidence of 
other coordinated media used. Pro- 
grams are to be entered in classifica- 
tion of audience to which they are pri- 
marily directed: children, teen-age. 
general family, farm. men. women. 
Saturation spot campaigns are also 
eligible for the contest. 

* * * 

The oldest continuous commercial 
program in radio history. Grand Ole 
Opry, celebrated its 27th anniversary 
on 22 November (NBC Radio. Satur- 
day. 9:30 to 10:00 p.m.). Nearly 5.- 
000.000 people have come to Nashville 
to see the Opry since its first broadcast 
{Please turn to page 97) 
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In Cedar Rapids, Iowa. WMT has two listeners for 
every one shared by all other stations combined. 
The total number of families listening every week 
is 338.480 (in 87 counties I. The last Hooperatings 
indicated an evening share of audience of 
72.2: afternoon, 69.1; morning, 80.4. 

Iowa, with more than 4Vl> billion dollars annual 
cash income (half industrial, half farm I . is 
97.7' r radio saturated. Eastern Iowa has one CBS 
radio outlet — WMT. The station was established 
thirty years ago. To keep in touch with farm 
problems. WMTs Farm Service Director operates 
a farm as a service project; many farmcasts 
originate there. To keep abreast of the news, the 
station uses UP, AP, INS services, plus 38 Iowa 
regional correspondents. 

WMT sponsored a mechanical corn-picking contest 
last month in Riceville, Iowa, 110 air miles from 
Cedar Rapids. The station must necessarily have 
a wide listening area- -ten thousand people 
attended. 

A recent count showed 189 advertisers using 
WMT spots in a month. 138 of them are on 
a 52-week basis. 

There's probably room for one more. 



5000 WATTS, 600 KC, 

Represented Nationally 
by the Katz Agency 



BASIC COLUMBIA NETWORK 
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Some of Eastern 
Connecticut's big 
installations include 



• DOW CHEMICAL 

(Six miles from Norwich ) 

• ELECTRIC BOAT CO. 

(Submarines) 

• SUB BASE, GROTON 

(Ten miles, nearly 15 ,000 people) 

• PHIZER CHEMICAL 

• AMERICAN SCREW CO. 

• U. S. FINISHING CO. 

• AMERICAN THERMOS CO. 
and hundreds more. 

Here is the #1 Hooper 

station with the best Local Music 
and News programming and 

Now 
one low rate 

6:00 AM-10:15PM 

contact John Deme, Mgr. 

*Norwich 37,633 New London 30,367 




KEPOltT TO SPONSORS for 1 Oeccnibcr 1932 

(Continued from page 2) 

Chicago spot tops 
percentage gains elsewhere 

Number of larger rep organisations report business 
percentage increase out of their Chicago offices 
this year will run considerably ahead of percent- 
age of increase of their nationwide billings. 
Chief cause for this differential are such Chicago 
agencies as Leo Burnett, Ruthrauff & Ryan, Grant, 
and Earl Ludgin. 

N. Y. film commercial outlay 
estimated at $7 million for 1952 

New York producers of filmed commercials estimate 
their income will run around $7 million for 1952. 
Agencies they cite as most active in feeding them 
business are J. Walter Thompson, William Esty, BBDO, 
Biow, Dancer-Fitagerald-Sample , Young & Rubicam, 
Benton & Bowles, Sherman & Marquette, Compton. 

NBC's sales staff merger 
seen as paving policy changes 

Unification of its sales divisions by NBC may turn 
out to be just preliminary step to major reshuffling 
of upper network echelons later this month. Report 
also current in agency circles is that NBC may at 
that time announce some major shifts in sales 
policy. Heading top sales executive group, both 
radio and TV, is John K. Herbert. George H. Frey 
becomes sales director of radio as well as TV under 
Herbert. Walter D. Scott will also report to Her- 
bert as administrative sales manager. 

CBS Radio optimistic on resale 
of cancelled evening periods 

CBS Radio reports it has some prospects for 3 early 
evening quarter-hour periods vacated by Procter & 
Gamble and Campbell Soup. If all prospects jell, 
income from resold slots, says network, will be 
substantially more than gained from P&G and Camp- 
bell. Across-the-board cancellations by P&G are 
6:45 to 7:00 (Jack Smith) and 7:00 to 7:15 
( "Beulah" ) ; Campbell, 7:30 to 7:45 ("Club 15"). 

Boom in merchandising 
spurs nationwide discussion 

Growing interest in merchandising by U.S. and 
Canadian radio outlets is made clear in study based 
on SPONSOR survey of over 100 stations, many lead- 
ing admen. Merchandising is obviously here to stay 
but many industry ites are confused a b out i ts long- 
term effects o n radio advertising. Opinions divide 
sharply among clients, agencies, stations, and reps. 
Section devoted to merchandising starts on page 33. 
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Affiliated with CBS and DuMont Television Networks- . . . Represented nationally by the Katz Agency 
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MEN, MONEY 

* Continued from page (> I 

jRi <x entertainment developments of 
the M'ar included Cinerama. CBS Tel- 
evision City, and the bizarre popular- 
it) contest between His Grace, Uncle 
Fultic. and His Nibs, L'ncle Millie. 
Meanwhile even body loved "Lucy" 
Ball, and imitated her. Television was 
wonderfully prosperous and univer- 
salh criticized. Sarnoff predicted 
1.500 TV stations by 1957. Weekly 
movie admissions were down to 51 
million from 85 million in 19H>. A 



stage version of "'Anna Christie" star- 
ring Celeste Holm folded abruptly 
when the public had a chance to see 
the same play on the Celanese Theatre 
(ABC TV). Advance ticket sale at 
the box office died overnight. 



Despite all the furore centering on 
TV. radio held up very well indeed, 
by fall was refascinating some of its 
fickle admirers of yesteryear. But 
there was no doubt about it being a 
new kind of radio industry. Mutual 
did not undergo just a change of top 
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AKIMA 



No one questions the importance of 
Detroit in the national picture. It ranks 
with the top sixty major metropolitan 
markets that either sell or influence 
the greater share of this nation's busi- 
ness. But, after Detroit — and the oth- 
ers — you're looking for select second- 
ary markets. 

We suggest Yakima, Washington. . . . 
Here is an exceptional secondary mar- 
ket, unusually rich and productive, yet 
unaffected by a single metropolitan 
media. It is itself an influential hub in 
a region of rapidly expanding atomic 
and electrical power production and 
one of the world's most diversified 
agricultural areas. It all adds up to a 
secondary market of first importance 
in the Pacific Northwest. 



YAKIMA, WASHINGTON 
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CBS 

WEED AND COMPANV 



personnel, but a revolution that swept 
its N ew York station. WOR. clean. 
Ibis was typical of many a change 
dictated by the new terms of competi- 
tion. A big question was whether CBS 
in keeping its two-platoon system had 
out-slicked NBC which had merged 
radio and TV staffs. The Cromwell 
drug store in Radio City was pointing 
no finger at anybody in particular 
when it advertised, in the fall: "Per- 
haps you're nervous, jumpy, tense, and 
you'd welcome something that would 
help you calm down with no groggy 
hangover?" 



Kent cigarettes with the atomic-fil- 
ter, so-called, made their bow in 1952. 
but cement remained the safest filter 
against radio-activity. After quitting 
the entourage of David Sarnoff. Roy 
Xorr. public relations man. devoted 
1952 to blasting over-addiction and 
over-advertising of cigarettes as a 
prime suspect in lung cancer, and the 
Christian Century published his blast. 



There was a large number of adver- 
tising agency mergers during the year. 
These involved men, money, and mo- 
tivations pretty much in terms of cer- 
tified public accountant recommenda- 
tions on the best way to take tax bene- 
fits. For similar reasons Wayne Coy 
left the FCC chairmanship and was 
set up in the radio station business by 
Henry Luce. 



Just for final perspective on 1952: 
Parliament renewed the franchise of 
the BBC, Coca-Cola was an increasing- 
I) popular drink among Moslems 
whose religion forbids alcoholic bev- 
erages, Fred Waring did his darndest 
to teach the unmusical Republicans to 
sing, and the Incorporated Society of 
Musicians complained, in London, of 
"Latin emotionalism" at concerts, 
which un-British behavior was blamed 
upon "radio (sic I advertising (double 
sic) and the herd instinct" (huh). As 
for Europe, a large number of broad- 
casters, advertisers, and entertainers 
were sufficiently prosperous to visit 
there during the summer. They no 
doubt appreciated Abel Green's cabled 
headline in Variety: ''Knrope in Two 
Words: Brin« Cash." * * * 
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In one week, WNBC Spot Radio announcements 
combined with CHAIN LIGHTNING displays increased 
the sale of Knickerbocker Beer by an average of 300%. 



Quote from the feature article on Knickerbocker's CHAIN LIGHTNING 
success in the October 20, 1952, issue of Sponsor Magazine: 



" . . . Ruppert bought time on 
WNBC, New York, in order to get 
in on that station's [unique*] 
"CHAIN LIGHTNING" merchandis- 
ing plan . . . Under this arrange- 
ment Ruppert was guaranteed ex- 
clusive displays in 1,600 chain 
stores accounting for 62% of the 
retail food business in the vital 
New York market . . . 



"The value of this type of mer- 
chandising is attested to by Rup- 
pert Merchandising Manager Ted 
Brady, who says, 'During the week 
in which we are permitted our 
extra display, sales for Knicker- 
bocker increase on an average of 
250 to 300%. A 700% increase 
was experienced in a store in 
Astoria, L. I."' 



4 



At the end of the first cycle, Ruppert signed a 52-week contract with 
WNBC and increased their original expenditure by 428% in 1952. 

Today the most successful radio advertisers buy more than time . . . 

They buy Radio time that works in the home, as well as at the point of sale. 

CHAIN LIGHTNING is Radio at work where desire is created and where 

sales are made ... in the home and in the store. It provides you with 1,600 

'special display' stores in the New York market, and the plan will soon be extended 

to include 3,000 cooperating independent supermarkets. 

CHAIN LIGHTNING is also available at WMAQ Chicago, WTAM Cleveland, 
and KNBC San Francisco, through NBC Spot Sales. If you are an advertiser 
with 'food store' distribution, you can get the same sensational sales results 
as Knickerbocker Beer. Call your NBC Spot Salesman or WNBC directly 
for details on CHAIN LIGHTNING in New York. 



WNBC 



REPRESENTED BY 




+ Na other radio station can 
offer advertisers merchandising 
support in as many chain 
and independent supermarkets 
as WNBC. 



SPOT SALES 

SO Rockefeller Plaza, New York 20, N. Y. 

Chicago Cleveland Washington &an h rancisco 

Ix>s A ngclcs Charlotte* A tlanta* 

*Iiomar Lawrance. Associates 



INSURANCE ON THE AIR 

(Continued from page 31) 

tions are carrying hot kine versions, 
and nine are carrying delajed kines. 
An additional 11 kinescope stations 
have heen lined up by llie agency but 
the company has not yet okayed them. 
The kink: good time clearances. 

The radio show is carried nil about 
200 SBC stations and aimed at the 
Sunday afternoon family audience. It 
is aired from 3:30 to 3:45. The AM 
program follows rather closely the 
format of the TV show except that 
guests are used only occasionally. 

Mutual and the agency feel that ra- 
dio is essential because it not only 
reaches into non-TV areas but supple- 
ments TV in TV's own markets. In 
other words. Mutual wants to reach as 
many people as it can. This it can do 
only by using both air media. Such 
broad coverage is necessary because 
the company has representatives in 
practically every village, hamlet, and | 
city in the U. S. 

Considine isn't asked to sell insur- i 
ance and doesn't try to. The selling 
on both radio and TV is the province 
of Bob Denton, NBC staff man. who 
was picked lor the role after auditions 
of a dozen announcers. Denton was 
lapped primarily because he looks 
good on TV, although he had no ap- 
preciable TV experience. 

Frank Miller explains the choice: 
Denton "had the basic sincerity, both 
in appearance and approach, that goes 
along with good insurance salesman- 
ship. A Midwesterner. he was be- 
lieved to have the appearance, voice, 
and manner of delivery that would ap- 
peal to all sections of the country. This 
judgment has proven to be correct. ' 

While the Considine programs are 
considered institutional in nature, the 
appeals are specific. In the 75-second 
middle commercial, in which practi- 
cally all the selling is done, Mutual is 
currently touting the benefits of its 
"Family Security Package." This is 
practically womb-to-tomb coverage 
with payments for loss of income 
through sickness or accident, hospital, 
surgical, and "dread disease" pay- 
ments, and protection in the event of 
accidental death. 

One recent commercial exploited 
TV by having Denton use a "first aid 
kit" for additional visual impact. Each 
item in the kit, labeled to signify the 
various benefits in the package policy, 
was taken out and held up in front of 



the camera for the audience to see. 

Through its experience on the air. 
Mutual has found that the most effec- 
tive comercials are those which play 
up the amount of money the company 
has paid out in claims. Nothing, ap- 
parently, can so convince the audience 
of the soundness and effectiveness of 
an A&H policy as the statement that 
the company has paid out a great deal 
ol money during its business history. 
In the case of Mutual the figure is 
million. Phis appeal is usually 



placed in the opening 25-second com- 
mercial. 

Mutual also uses the programs to 
get leads. Both the middle and brief 
closing commercial urge the audience 
to write to the company for informa- 
tion about its insurance policies. 

To an insurance company, leads are 
the life-blood of its business. \o one 
can possibly understand the day-to- 
day workings of insurance selling 
without appreciating the importance 
of leads. However, important as they 




No. 40 OF A SERIES 



:'zi >"»»» '"' 

0» <i«"> e i, tf This <«• 
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In Points Per Season* — 

WHEC 

In Rochester Radio! 
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IN ROCHESTER 432 weekly quarter hour periods are 
Pulse surveyed and rated. Here's the latest score,— 



STATION 

WHEC 

FIRSTS 216. 

TIES 35. 
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STATION 

0 

. . .0. . 
...0.. 



STATION 

E 



.0. 
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WHEC carries ALL of the "top ten" daytime shows! 
WHEC carries SIX of the "top ten" evening shows 

LATEST PULSE REPORT BEFORE CLOSING TIME 
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WAVE-TV 

OFFERS TOP 
AVAILABILITY! 



A few top-notch spot partici- 
pations are now available on 
"MASTERPIECE MOVIF- 
TIME", it surprisingly lou 
cost! 

FORMAT: A tremendoush 
popular series of topflight 
modern film features never 
before telecast in Louisville. 
Now in its second year, 
MASTERPIECE MOVIE- 
TIME" is a master audience 
puller . . . a truly first-class 
show, 

TYPICAL SHOWS: Upcoming 
features include "WlTHOn 
Honor" (1949) with Laraine 
Day and Franchot Tone; 
"Scandal in Paris" (1947) 
with George Sanders and 
Carole Landis; "Johnny Onk 
Eye" (1950) with Pat O'Brien 
and Wayne Morris; and 
"Don't Trust Your His. 
hand" (1948) with Fred 
MacMurray and Madeleine 
Carroll. 

TIME: Tuesday night at 9:45 
— the perfect movie-time for 
televiewers. 

CHECK WITH: Free & Peters! 



NBC • ABC • DUMONT 

10UISVIUE, KENTUCKY 

FREE & PETERS, Inc. 

elusive National Representatives 
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are. no insurance company actually 
relies on network, radio or TV to get 
a really substantial number of leads, 
iconic companies don t even trv to pull 
leads on the air. 

Mutual figures, however, that leads 
developing out of the Considine shows 
are just so much gravj. Miller told 
SPONSOR : "The direct results from 
these program- have been gratif\ing. 
Mthougli not primarily designed to 
produce direct inquiries, the program 
has been a consistent producer from 
the start. Inquiries have been of a 
very high quality and have resulted 
in a very high percentage of actual 
insurance policy sales." 



<»' Nat n rally every astute advertising man 
knows the basic emotional appeals Mich 
as the need for low. sex, food, sleep, 
comfort, warmth, health, and so forth, 
as well as man's desire for power, se- 
curity, and self-esteem. Why, then, 
should a good creative advertising man 
turn his hack on the readily available 
accumulated knowledge of the last ,>0 
years in the field of human behavior 
to implement hi* creativity?" 

EDWARD II. WEISS 
President 
Weiss & Celler. Inc. 



One of the reasons Mutual of Oma- 
ha agents use Considine to grease the 
way to insurance sales is that the com- 
pany takes pains not to let them for- 
get about him. Agents get special 
mailings on the shows and read about 
them in their house organs. Both Con- 
sidine and Denton attend major sales 
meetings and the company considers 
these personal contacts as big morale 
factors. 

The show is merchandised to policy- 
holders through premium notice in- 
serts and posters in agency offices. 
The show is also promoted in national 
magazine and newspaper advertising 
run by the home office as well as the 
general agents. 

Mutual of Omaha has had shows 
to merchandise since 1914 when it 
went into network advertising for the 
first time. It started off with Freedom 
of Opportunity, which ran over the 
MRS network for two and a half \ears. 
A show called Mystery Is My Hobby 
was used for three months and then 
Gabriel Ileatter followed with a run 
of about 14 months. During Heatter's 
tenure. Mutual switched agencies, 
dropping Arthur MejerhofT & Co. for 
Ruthrauff & Ryan. 

Header was succeeded by Behind 
the Front Page and then Mayor of the 



Town, starring Lionel Rarrymore. The 
latter program ran until July 1949 
and there was no further air activity 
(with the exception of the one-shot 
Mutual of Omaha Calling) until the 
Considine shows began. Ruthrauff 
& Ryan was also dropped during 
this broadcast hiatus. 

With all the radio changes, Mutual 
of Omaha sales continued rising. The 
"premiums written" figure for 1947 
was $67 million: for 194J5. $77 mil- 
lion; for 1949, $!!5 million, and for 
1950, when the company was practi- 
cally off the air, the figure rose only 
$3 million. 

During this time there were big 
changes going on in the accident and 
health insurance field. To understand 
what these changes mean and how* 
they affect Mutual of Omaha (the only 
insurance conipam selling A&H poli- 
cies over the air nationallyl. a little 
background information about acci- 
dent and health coverage in the insur- 
ance business is in order. 

In a quiet way, accident and health 
coverage has become big business in 
the course of the past 10 or 12 years. 
Really big. Last year total premiums 
paid to insurance companies and the 
various Blue Cross and Blue Shield 
plans reached $2.3 billion. 

More and more Americans are 
wrapping themselves in the protective 
cloak of A&H insurance of all kinds. 
No one knows exactly what the total, 
unduplicated figure is. but take a look 
at these statistics: 

At the end of 1951. the following 
numbers of persons were protected bv 
the four big A&H coverage categories: 
(1) hospital, 85,991,000; (2) surgi- 
cal, 05,535,000: (3) loss-of-income, 
39,702,000. (4) medical, 27,723,000. 

These figures have even more punch 
when you realize that in 1940 hos- 
pitalization insurance covered 6.5 mil- 
lion persons, surgical insurance cov- 
ered 1.4 million, and medical insur- 
ance was non-existent. I Loss-of-income 
protection has been around for some 
time and during the "30 "s the ASH 
emphasis was on what was then called 
weekly indemnity insurance.) 

While the Blue Cross and Blue 
Shield plans have given a tremendous 
fillip to satisfying the yen for securi- 
ty, the insurance companies still han- 
dle most of the A&I1 business. Taking 
the insurance company picture by it- 
self, the life companies have under- 
written half of the individual ASH 
business (that's Mutual's bailiwick) 
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PINPOINT 
YOUR 
PERSISTENT 
SALESMAN 



UNDUPLICATED 

COVERAGE IN 
235,000 HOMES 
i WITH PERSISTENT 
1 SELLING TO MORE 
j THAN 705,000 
i PEOPLE . . . 



IN PROSPEROUS 



I SOUTHERN 
NEW ENGLAND 



lOSTOK-J 




and about 85'? of the group A&II 
business (Mutual barelv toucbes this 
field I . 

In \ie\v of all tins, one might fi»ure 
that the networks should have more 
A&H advertising than they do. Here 
are some reasons why the) don't: The 
life insurance mastodons like mighty 
Metropolitan Life. Prudential, and 
Equitable, all of whom do network 
shows, consider individual A&H as a 
secondary adjunct to their life insur- 
ance business. Group A&H insurance 
is out of the mainstream of consumer 
advertising since it is aimed at em- 
ployers. Like industrial selling, group 
insurance sales are often keyed to the 
subtle factors of whom jou know, 
with whom you play golf, and some- 
times requires a long, patient campaign 
before the quarry is brought to earth. 



•'One of the most notable examples of 
the power of advertising is the morning 
breakfast table. Advertising put the 
orange juice, the convenient paekage 
cereal, and the coffee there." 

JOHN I*. CUNNINGHAM 
Executive Vice President 
Cunningham & Walsh, Inc. 

★ ★★★★★★★ 

Metropolitan, the only one of the 
three life companies mentioned above 
which sells any individual A&H worth 
mentioning, doesn t advertise insur- 
ance as such on the air anyway. 
Mighty dignified Metro sells only 
health (see Health & Welfare, spon- 
sor. 20 November 1950) on the theory 
that if people take care of themselves 
and live longer, the company will 
make more money. Metropolitan is 
currently using Allan Jackson on the 
CBS Radio network five times a week. 

Prudential, which recently taxed its 
ad budget 50'4 to buy circulation on 
NBC TV's Saturday night The Show 
of Shows, also has been leaning heavi- 
ly toward the institutional type of air 
advertising (see Radio Opens Doors. 
sponsor. 30 January 1950). Equitable 
promotes specific kinds of policies on 
This is Your FBI (ABC Radio. Friday, 
0:30-9:00 p.m.) but goes after life 
insurance business. 

There has been a recent stirring of 
interest among those big life com- 
panies which hitherto haven't paid 
much attention to individual A&II in- 
surance. Their exes have been opened 
by the tremendous growth of A&H 
coverage and in some instances, thev 
have responded to the prodding from 
their local agents. But it takes time. 



Prudential unveiled a new individu- 
al A&II policy last summer. It took 
years before the policy was whipped 
into shape. It is primarily an income 
protection policy but hospital and 
surgical insurance can be added to 
make a complete package. The policy- 
does not have national distribution as 
yet so Prudential has not done any- 
thing about pushing it on The Show 
oj Shows or their jack Beich Show 
(ABC Radio, Monday through Friday, 
12:10-12:15 p.m. J. However. I'ruden- 
lion s agency, Calk ins & Holden, 
Carlock. McClinton & Smith, has al- 
ready worked up a TV commercial for 
the policy and is keeping it on the 
shelf until the time is ripe. 

The biggest excitement among the 
insurance crowd is now being gener- 
ated by so-called "disaster insurance/' 
This is a policy being written to pro- 
tect families when a serious disease, 
such as polio, strikes. Equitable will 
introduce such a policy soon in cities 
where Blue Cross and Blue Shield so- 
cieties have large enrollments. The 
polic) will be sold as a means of cov- 
ering catastrophic expenses after the 
hospital and medical plan benefits are 
used up. 

As lor the casualty companies them- 
selves, of Mutual's big competitors 
only one. Continental Casualty, is li- 
censed to sell A&H nationally. This 
firm spent $225,000 on advertising 
last year, most of it in direct mail 
(which is considered a prime source 
of leads). Two other big competitors. 
Bankers Life and Casualtv and Re- 
serve Life of Dallas are regional out- 
fits concentrating in the Midwest and 
Southwest, respectively. Hence, net- 
work radio or TV wouldn't make 
much sense for them. 

Despite the huge number of fami- 
lies covered by some kind of A&H 
protection, the market is far from the 
gleaning stage. A subcommittee of tin; 
I . S. Senate recently estimated that 
nearly half the population of the coun- 
try has no voluntary medical care 
insurance. 

Mutual itself, as well as some other 
companies, is seeking to build a super- 
structure of complete A&H protection 
upon what it considers the minimal 
coverage now given by medical society 
plans and other group insurance. Mu- 
tual of Omaha has paved the way in 
covering the wage earners, but the 
way things look competition is going 
lo be hot from now on. * * * 
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BOTH saturate 



a Rich Market's Yours for the scheduling ! 



WHIO-TV coverage 

fat c*t *Dtuffo& 

Twelve out of the top fifteen once-a-week shows in the 
WHIO-TV service area — all of the first seven shows — -/ 
are seen on WHIO-TV. (September Pulse) 
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WHIO coverage / 

37.9% of the total radio audience. This compares with 
13.5% for Station B; 26.5% for Station C; and 14.1% 
for Station D. (Hooper average for the past year) 

THE DAYTON MARKET 

1,293,595 prosperous prospects — 366,457 families. Payrolls 
in Dayton for 1951— $630,951,822. Retail sales for Dayton 
and Montgomery County — $475,000,000. Average weekly 
industrial pay check — $83.67— highest in Ohio, one of 
highest in the country. Dayton has been designated a "Pre- 
ferred City" by Sales Management for the past 20 months. 



YOU CAN DOMINATE THE DAYTON MARKET WITH EITHER 
jT^p WHIO-TV OR WHIO— WITH BOTH OF THEM TOGETHER, 
YOU CAN SATURATE IT. ASK NATIONAL REPRESENTATIVE 
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GEORGE P. HOLLINGBERY CO. FOR FULL INFORMATION 
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RADIO 
STATION 

San Diego, 
California 




A REALLY NEW 
NEW YEAR'S BAHY 



in the {abulous Southwest 

KROD-TV 

I CHANNEL 4 
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CBS -TV NETWORK 
EL PASO, TEXAS 



ON 
THE AIR 
SOON 



RODERICK 
BROADCASTING CORP. 

Dorrance D. Roderick. Chm. of the Board 
Val Lawrence President 

Hoprrttrntnl Nutionnlly l>\ 

THE O . L . TAYLOR CO. 



WRICLEY 

{Continued from page 28) 

200 a week. It also sponsored Date 
with Judy, a situation comedy. 10 
July-2 October 1952 over ABC TV 
(will have half of it starting in Janu- 
ary again), and co-sponsored Saturday 
Xight Dance Party, audience participa- 
tion. o\er 46 NBC TV stations during 
the summer. Benrus and SOS shared 
sponsorship. It was a half-hour show. 

Chicle will spend nearly $4 million 
on advertising this year — at least 75% 
of it in radio and TV. ( Figure is high- 
er than the $3-3% million used in 
Part 1 ol this article because of later 
estimates.) Chicle's chairman of the 
board is Thomas H. Blodgett; its pres- 
ident is Philip L. Becker. 

Beech-Dlut Packing Co. Beech- 
Nut, through Kenyon & Eckhardt. is 
spending $600-$700.000 on its seven 
gum brands or flavors, including chlo- 
rophyll, this ) ear. But only an esti- 
mated 2% is going into radio an- 
nouncements, nothing for TV. Maga- 
zines and outdoor get the bulk of the 
budget, according to Acting Advertis- 
ing Manager John A. Ulrich, who re- 
placed Ralph Foote when the latter 
retired last summer. Beech-Nut, with 
$45,085,256 in assets and 4,169 em- 
ployees, has its headquarters in Cana- 
joharie, in New York's Mohawk Val- 
ley. Gum represents about one-third 
of its total sales, which include baby 
foods, miscellaneous food products, 
and coffee. 

Beech-Nut officials should be pleased 
that total sales have risen from two- 
thirds that of Wrigley's in 1935 ($18.- 
545,644 vs. $27,169,139) to surpass 
the Chicago firm's sales last >ear ($74,- 
198,373 vs. $73.589.791 ) . ' However, 
in the past five years alone, total 
Beech-Nut sales have increased only 
$13 million while Wrigley's have 
gained $23 million. (American Chicle 
stood still in the same period.) 

Is air advertising — or lack of it — 
the key? 

Beech-Nut spent an estimated $557,- 
000 on spot TV last year to sell gum. 
but is concentrating on magazines and 
outdoor this year. It believes strongl\ 
in all forms of advertising, including 
radio and TV. and certainly hasn't 
closed its mind to the latter. It's mere- 
ly a question of economics. 

Kenvon & Eckhardt's team handling 



the account consists of George Mac- 
Gregor, supervisor. Richard Allewelt. 
and Richard Bourke. 

With Beech-Nut cutting its ad bud- 
get for gum by some $200,000 this 
year while Wrigley and American 
Chicle are stepping theirs up. the in- 
dustry is interested in what the sales 
picture will look like at year-end. 

Beech-Nut used Ida Bailey Allen in 
a women's program over CBS in 1929 
and Red Davis, a serial drama, in 1933- 
35 over NBC Blue, both to sell its food 
products. It hasn't had a show since. 
Beech-Nut chairman is E. W. Shine- 
man; vice chairman. W. Clark Arkell. 
and president of the company is John 
Stafford Ellithorp Jr. 

Frank If. Fleer Corp. Norman 
P. Hutson. president, and Harry Ells- 
worth Jr., promotion manager, are 
sinking 30-40% of their estimated 
$200-$250,000 ad budget into TV to 
sell their Bubble Bubble gum. which 




ROCHESTER 

* TAKES TO 
THE AIR 



HERE'S PROOF . . . 

ARBI surveys show that Roch- 
ester radio listeners spend more 
. . . BUY more . . . than newspaper 
readers. (Copy of surveys on re- 
quest. ) 

WVET IS 'CARRYING THE 
BALL' IN ROCHESTER 

. . . with more load accounts than 
any other three Rochester stations 
put together! 

5000 
WATTS 




1280 KC 



IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOLLING COMPANY 
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UOU MIGHT GET A SIX-FOOT 
MOUNTAIN LION - 



BUT 



■ ■ ■ 



YOU NEED THE 
FETZER STATIONS 
TO BAG SALES 



IN WESTERN MICHIGAN! 



The double-barreled power of the Fetzer operation can 
help you "bag the limit" in Western Michigan. That's 
WKZO-TV in television, WKZO-WJEF in radio. 

TELEVISION 

WKZO-TV is the Official Basic CBS Television Outlet 
for Kalamazoo-Grand Rapids. Its sharp Channel 3 pic- 
ture effectively serves a 28-county area which boasts 
58.1% of Michigan's non-Detroit population . . . 60.1% 
of its non-Detroit retail sales. WKZO-TV reaches more 
than a quarter million television homes — or more TV 
homes than are available in Atlanta, Kansas City or 
Seattle. And here's the payoff : The October 1952 Video- 
dex Report credits WKZO-TV wilh 106.1% more after- 
noon viewers than Station "H"' — 213.4% more evening 
viewers ! 

RADIO 

WKZO, Kalamazoo, and WJEF, Grand Rapids, are 
Western Michigan's one outstanding radio buv. Both 




are so far ahead of competition in their home cities that 
they deliver 57% more city lisleners than the next-best 
two-station choice in Kalamazoo and Grand Rapids. 
Yet they cost 20% less! Rural coverage is tremendous, 
too. 1949 BMB figures showed that WKZO-WJEF have 
greatly increased their unduplieated audiences over 
1946 — up 52.9% at night, 46.7% in the daytime! And 
there is good reason to believe that similar increases 
have occurred since 1949. 



It will pay you to get all the facts — write direct or ask 
Averv-Knodel. 



*.L R. Patterson killed a 276-pound mountain lion at Hillside, Arizona, in March 1917. 



WKZO-TV WKZO 



pA m «RA1W RAPIDS ttP* IN WESTERN MICHIGAN ^ , N KALAMAZOO 
and KENT COUNTY AN P NORTHERN INDIANA I , and GREATER 

• ■■ a WESTERN MICHIGAN 

(CBS RADIO) . ^(| (CBS RADIO) 



ALL THREE OWNED AND OPERATED BY 

FETZER BROADCASTING COMPANY 

AVERY - KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 




NO ARGUMENT HERE . . . 



WBNS has more listeners than 
all local stations combined! 

All the neighbors listen in when 
WBNS is on the air. And you can't 
argue with these facts: WBNS has 
the top 20 rated programs ... a com- 
bination of top CBS shows and local 
favorites. WBNS reaches a Billion- 
Dollar audience of almost 1*4 mil- 
lion, both urban and rural. WBNS 
is the neighbor other local stations 
try to keep up with. 
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ASK JOHN BLAIR 
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CENTRAL OHIO'S ONLY 




rowtt 
WBNS — 5,000 
WEID-FM — 53,000 
COLUMBUS, OHIO 

OUTLET 



Radio 
Kiig! 



King with the listeners! 

They've given WWDC the best 
ratings we ever had — against the 
toughest kind of radio and TV 
competition. 

King with national spot advertisers! 

They've spent more on WWDC in 
the first 11 months of 1952 than in 
any similar period in our history. 

King with local advertisers! 

They spend more money on 
WWDC than any other radio station 
in the Washington area. 

Yes! The king of the advertising 
buys is radio! And the king of the 
stations in Washington is WWDC! 
Let your John Blair man give you 
the whole WWDC story. 

In Washington, 
on a value basis — 



THE 



CBS 



WRDW 



STATIONS 

AUGUSTA, GA. 

MET. POP. 179,272 
PIUS 

H-BOMB PLANT & 
CAMP GORDON 
85,000 



ABC 



COLUMBIA, S.C. 

MIT. POP. 144,000 

If O V V FT. JACKSON 
60,000 



V/DAK 



NBC COLUMBUS, GA. 

MET. POP. 169,921 
PIUS 

FT. BENNING 
42,000 



WBML 



NBC MACON, GA. 

BIBB CO. 136,300 
PIUS 

WARNER ROBINS 
27,000 



WWDC 



is 
King 



Represented nationally by 
John Blair & Co. 



for complete information 
coll HEADIEY-REED CO. 



is actually not 100' ? competitive with 
the above brands. Pud's Prize Party, 
a kid show* costing an estimated 82,500 
a week for talent and production only, 
has been on in nine TV markets 15 
minutes Saturday morning over ABC 
TV since 21 June 1952. Prior to this 
year this Philadelphia firm had used 
TV announcements in several markets 
in 1950. as well as The Cisco Kid over 
several radio stations about the same 
time. Don Winsloiv of the Navy car- 
ried the Fleer banner in 1940-41 over 
several stations, including WLW in 
Cincinnati, then a 500,000-w atter. 

Fleer this year is also using four- 
color ads in comic books; insertions 
in Look. Life, and the Saturday Eve- 
ning Post; weekend supplements in 
Canada, and announcements over three 
Puerto Uican Network stations. Lewis 
& Oilman of Philadelphia is the agen- 
cy: John A. E. McClave, the account 
supervisor and Randolph Gilman, the 
account executive. 

Fleer, founded in 1849 as a flavor 
house, invented the Chiclet in 1890 but 
sold its rights to American Chicle 
around 1908, Ellsworth told SPONSOR. 
Then in 1928 Fleer invented the mod- 
ern form of bubble gum. Its estimated 
sales last year were about $5 million. 

Clark Brothers Chewing 
fwum Co. This Pittsburgh firm's 
sales ran about S3 million last year; 
it spent some $190,000. or vir tuallv all 
of its ad budget, on TV announce- 
ments in 15 markets. This }ear its in 
18 markets, using some 23 stations. 
Clark has been in TV for two and a 
half years and before that used radio 
announcements and printed media. 
Strategy of President Charles T. Clark, 
who also acts as advertising and sales 
manager, is to "out-think" YVrigley and 
the other big gum companies. Clark 
and its agency (McCann-Erickson) 
feel the big firms have gone along in 
the same groove for years. Clark is 
concentrating on TV to give it the im- 
pact a small firm needs in a world of 
giants. Art Esslinger is A/E at Mo 
Cann-Eriekson. 

W hat Wrigleu's learned So 

a quarter of a century in radio has 
passed, and Wrigley has learned much 
that's helped keep it on top in the 
chewing gum race. SPONSOR*!* talks 
with President Phil Wrigley and Ad- 
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Father RALPH J. DIEFENBACH, 
pastor, St. Theresa's Catholic 
Church. "Strength of Our 
Nation" KPRC-TV, 
9:30 a.m. daily. 




"^efjoltJ, Hoto <§aais . . ." 



*Psalm 133:1, behold, how good and how pleasant it is 
for brethren to dwell together in unity. 

KPRC-TV is proud of its daily religious pro- 
gram, "Strength of Our Nation" seen at 9:30 a.m. On 
"Strength of Our Nation," the churches of Houston, 
with representatives of all denominations, combine 
forces to bring Faith closer to the lives of all people. 

"Strength of Our Nation" celebrated its first solid 
year of telecasting on KPRC-TV on October 1, 1952. 
Approximately 300 telecasts had been given within 
that year, including several remote telecasts of Sunday 
services held within the churches, plus occasional Sun- 
day devotional services telecast direct from the studios 
of KPRC-TV. 

The religious programs on KPRC-TV are planned 
by a central committee of members representing the 
Baptist, Methodist, Jewish, Catholic, Presbyterian, 
Lutheran, Episcopalian, and Disciples of Christ denom- 
inations. The general chairman of this committee is 
the Reverend Robert Copeland, pastor of Garden 
Villas Community Church and treasurer of the Minis- 
terial Alliance. 

Reverend Copeland and members of the commit- 
tee plan their programs in 13 week segments, meeting 
for that purpose with KPRC-TV Vice President and 
General Manager, Jack Harris, and Program Director, 
Bert Mitchell. 



Each denomination is assigned one or more weeks 
for which they are responsible. Technical advisory 
assistance is given individual groups by the staff of 
KPRC-TV. However, at no time is material used, 
edited, or controlled, except by members of the indi- 
vidual denomination according to their own judgment. 

The "Strength of Our Nation" programs define 
distinctions among denominations, discuss specific sub- 
jects with panel groups, dramatize religious scenes, 
and give devotional services with music, prayer, scrip- 
ture and short talks. 

The popularity of "Strength of Our Nation" is at- 
tested to by a daily deluge of mail from the large 
viewing audience. More significant, these telecasts 
foster deeper understanding among people of all faiths; 
enlighten, instruct, and strengthen the spirit of Faith 
for all who view it daily on KPRC-TV. 

KPRC-TV also carries additional religious pro- 
grams on Sunday, including the "Jack Hamm Show" 
with Jack Hamm from Baylor University, and Billy 
Graham's popular series, "Hour of Decision." 

KPRC-TV is proud to offer its full facilities for 
the purpose of bringing religion into the homes of 
its viewers with special programs and the daily devo- 
tional period. 



CHANNEL 



HOUSTON 



JACK HARRIS, Vice President and Genera! Manager 
Nationally Represented by EDWARD PETRY & CO. 
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\ {Taking Manager Henn L, Websler 
in Chicago, a? well as with their prin- 
cipal competitor!*, point up the fol- 
lowing conclusions: 

1. The two top gum firms I Wrig- 
le\ and American Chicle I use radio/ 
TV to a great extent and seem to be 
drawing ahead of the third (Beech- j 
Nut I, which uses little. The two lead- 
in" smaller challengers (Fleer and 
Clark Bros. ) are gambling on TV to 
help them increase their share of the 
market. As new TV markets open up. 
chances are all the competitors will 
have to plunge in more deeply to hold 
their positions lest one get the jump 
on the other. 

2. Wrigley has, contradictorily, ig- 
nored its competition. It feels that an 
even distribution of its ad budget 
among the principal media — with em- 
phasis on radio/TV as in the past three 
years — will keep it on top. The strat- 
egy has worked to date, but American 
Chicle has shown a big surge in the 
past two years by coming out with a 
150 chlorophyll gum and sinking 75'.^ 
or more of its ad budget into radio/ 
TV against Wrigley's 33'i. 

3. Wrigley no longer huilds its own 
shows (although sticking with Cone 
Autr\ in radio and TV i hut prefers 
to buy packages I Life with Luigi and 
its ft! summer programs over the past 
three seasons I. Reason: They're cheap- 
er. However, amid the informality of 
the Wrigley offices in the 2o-story 
French Renaissance Wrigley Building 
at 410 North Michigan Avenue in Chi- 
cago, the Wrigley executives are al- 
ways willing to consider new shows 
which they might develop. This open- 
door policy paid off for them over the 
\ears — via their exceptionally success- 
ful Myrl & Marge. Scatlergood Haines. 
and Gene Autrys Melody Ranch. 

4. Wrigley prefers network shows 
to spot campaigns although it will use 
the latter if the need arises, as it did 
in 1940-42 when it aired 1.695 one- 
minute announcements a week. Il re- 
gards all media as useful and ignores 
none. It feels transit and outdoor ad- 
vertising put Wrigley on top and it has 
never stopped devoting up to a third 
of its ad budget to these media. 
But lor 25 years il has depended on 
radio to give it over-all coverage. For 
5 ears radio lias absorbed another third 
of the budget. And today it continues 
to <ret the biggest sinulc slice with 1 V 
mo\ ing up. 

5. Wrigley continues to promote 
gum, not the program or the s!ar. al- 
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FAB 

Renews WDIA, Memphis 
For 3rd Consecutive Year! 

. . and so the third straight yearly renewal for 
Colgate-Palmolive- Pect's FAB provides further proof 
of WDIA's complete dominance in selling to the great 
Negro segment of the Memphis Trade Area. (There 
are 439.266 highly brand conscious Negroes in WD I A 
8MB counties). M.-.ke plans now to join the great 
list of national advertisers that also includes Bab-D, 
Kroger Stores. 4-Way Cold Tablets. G. E. Lamps, 
Pet Dry Milk. Grcves Bromo Quinine, Pertussin and 
Musterole. Get the full WDIA story today. 



HODPER RADIO AUDIENCE INDEX 
City: Memphis. Tenn. Months: Sept.-Dct. 



Sets WDIA B 



^52 
G 



T R.T.P, 11.5 24.5 22.6 18.9 12.8 11.7 10.6 5.2 
(Note: WDIA's share Saturdays: 29.7; Sundays: 35.9) 



MEMPHIS 



WDIA 



TENN. 



John E. Pearson Co. Representative 
Dora-Clayton Agency. Southeast 



KWJJ 



Presents More Remote 

"On -the -Scene" 
BROADCASTS 

than any other 

NORTHWEST 
RADIO STATION 

These on-the-spot broadcasts from the re- 
tailer's store surround your product with 
all the personality and life of a studio 
show — effective — in- 
teresting — economical. 



KWJJ 

Studio & Offices 
1011 S.W. 6th Ave 



PORTLAND 
OREGON 



Nat'l Reps. — WEED & COMPANY 
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Be on the Beeline 



Appliances or automobiles, the way to sell in inland California and 
western Nevada is . . . on the BEELINE! It's the five-station radio 
combination that gives you 

THE MOST LISTENERS More than any competitive combination of 
local stations . . . more than the 2 leading San Francisco stations 
and the 3 leading Los Angeles stations combined. 

(BMB State Area Report) 

LOWEST COST PER THOUSAND More audience plus favorable 
Beeline combination rates naturally means lowest cost per thousand 

listeners. (BMB and Standard Hate & Data) 

Ask Raymer for the full story on this 3 ^-billion-dollar market — 
inland California and western Nevada. 



McClatchy Broadcasting Company 

Sacromento, Califarnio Paul H. Raymer, National Representative 

KFBK KOH KERN KWG KMJ 



Sacramento (ABC) 
50,000 watts 1530 kc. 



Reno (NBC) 
5000 watts, day; 1000 
watts, night 630 kc. 



Bakersfield (CBS) 
1000 watts 1410 kc. 



Stockton (ABC) 
250 watts 1230 kc. 



Fresno (NBC) 
5000 watts 580 kc 



KFBK-FM 

Sacramento 
96.9 megacycles 
channel 45 



KMJ-FM 

Fresno 
97.9 megacycles 
channel 50 



KERN-FM 

Bakersfield 
94.1 megacycles 
channel 31 



KBEE-FM 

Modesto 
103.3 megacycles 
channel 77 




\ A million people listen to the Beeline every day 
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ABOUT 



25 



% 



OF ALL 



SALES MADE IN VIRGINIA 



ARE TO 



WDBJ LISTENERS! 



WDBJ 



Etteblijhed 1924 » CBS Sine* 1929 
AM ■ 5000 WATTS . 960 KC 
FH . 41.000 WATTS . 34.9 MC 



If ^ ROANOKE, VA, 

Own* J on J Op pro fed iy tA* TIMES-WORLD CORPORATION 
FREE & PETERS. INC., ffatianni Representatives 



Ml 



In this closing year 
of 1952, 
we are thankful 



1 



For an efficient, com- 
petent staff. 

2. For a good increase in 
business. 

3. For the nice things peo- 
ple are saying about us. 




MONTANA 

THE TREASURE STATE OF THE 40 

Representatives: 

Gill-Keefe 6 Perna, Inc. 
N. Y., Chi., L.A., and S.F. 



BMI 



SIMPLE ARITHMETIC 



IN 



MUSIC LICENSING 



BMI LICENSEES 




Networks .. 


23 


AM 


2,367 


FM 


335 


TV 


117 


Short-Wave 


4 


Canada - 


154 


TOTAL BMI 





LICENSEES . . 3000 

You are assured of 
complete coverage 
when you program 
BMI-licensed music 

*As of Nor. 20, 1952 



BROADCAST MUSIC, INC. 

5fl0 FIFTH AVE., NEW YORK 19 

NtW TO*K • CHICAGO * HOLLYWOOD 



though it likes to hold on to properties 
long enough for them to become synon- 
ymous with the product, i.e., Autry 
and Luigi. The program's ability to 
sell, not its rating, is important. 

6. The company has proved to its 
own satisfaction over and over again 
that the late William Wrigley Jr.'s slo- 
gan, ''Tell 'em cpjick and tell 'em of- 
ten.'' is a pearl of wisdom that should 
never be forgotten. And one of the 
best ways of doing just this was and 
remains radio. 

Phil Wrigley says, "Radio became 
the greatest mass medium in the world 
when it began to sell its time to the 
sponsor with a free hand to fill as he 
pleased so long as he was entertaining." 

Which medium would he credit then 
for being chiefly responsible in put- 
ting Wrigley gum on top during the 
past 50 years? 

Phil Wrigley answers: "Car cards." 

And in the past 25? 

"Radio has helped keep us there." 

* * ★ 



MR. SPONSOR ASKS 

(Continued from page 59) 

which seem much more alive and ef- 
fective because of an audience reaction 
that we have become used to in radio. 

Something happens to comedians 
when they get an instant response to 
their work. A laugh lights them up. 
Bits of business that aren't written in 
the script result from the reaction. 

The laugh track has a marked effect 
on the comedy writer. It forces him to 
avoid lengthy exposition passages and 
makes him go harder for his comedy 
points. He prepares his material as if it 
were for a jury to sit in decision upon. 
With the laugh track present, he can- 
not hide behind the comfortable device 
of saying that the program's effective- 
ness was debatable. It s all there in 
black and white, so to speak, when the 
audience laughs or fails to laugh. 

This discipline imposed upon the 
writer by having the material per- 
formed in front of an audience shows 
up in the quality of the program itself. 

In summary, the laugh track gives 
t lie listener at home a group of fellow 
laughers ami adds a theatrical effect 
1(3 the whole show, which would seem 
to be worthwhile. 

EVEIUKI) W. Mkade 
J'./\ & Dir. of Radio-TV 
T oung & Rubicain 
New ) oil: 
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You may have heard ahout a Panhandle 
wind-gauge — a concrete block at the end of 
a ten-foot chain anchored to the top of a 
ten-foot iron pole. If the chain and block 
are hlown parallel to the ground, it's too 
windy to work. There isn't much need for 
paint-removers hereabouts, either. Folks 
just put the woodwork outdoors, fasten it 
down, and let the wind blow the paint off. 

Citizens of Amanita, in common with 
most other Texans, have a fondness for tall 
tales. Actually, the biggest wind on record 
was a 75-mile-an-hour gale. Cotton John, 
KGNC's farm editor, says it disrobed a 
young lady crossing Polk Street at Sixth (our 
Broadway and 42nd). She was spared em- 
barrassment, though, because the same wind 
blew sand in men's eyes, opened a store 
door, and sailed her right up to the dry- 
goods department, where it wrapped her in 
a piece of calico. Cotton John's got a piece 
of sand to prove it. 



Cotton John also has a passel of surveys 
which prove he and KGNC have a loyal 
following of farmers and ranchers. Because 
he was born and raised on a Texas farm and 
knows about 80 r «' of the farmers in the Pan- 
handle by name, he is personally familiar 
with their problems. His early morning and 
early afternoon farm, weather, and market 
broadcasts provide information for farmers 
and ranchers throughout Amarillo's trading 
area. The programs typify the way KCNC 
serves its wealthy agricultural and industrial 
market. 

The market is well worth the attention 
of an advertiser interested in business, well 
covered day and night by KGNC's 10,000 
watts of power. For further information, 
please check with our national reps. 



K GNC 




marillo 



NBC AFFILIATE 



• 710 KC • 10,000 Watts • Represented Nationally by the 0. L. Taylor Company 
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SHOTGUN GUARD FOR 
TOLEDO'S^^SPENDING 

At this time df year throughout the nation spend* 
able incomes are swelled by savings and bonuses 
— cash registers ring extra loud as TV sets, elec- 
trical appliances, autos, clothes and foodstuffs are 
added to Christmas shopping lists. To advertisers 
this season can mean extra volume — if the poten- 
tial buyers are guided in their purchases. Here fn 
Northwestern Ohio's Billion Dollar Market there is 
such a positive guide — WSPD. For 32 years people 
in this area have tuned to WSPD as their Christmas 
shopping advisor — have spent, their dollars confi- 
dent in ^Speedy's" suggestions. So protect yourself 
jn this heavy spending season— buy WSPD the one 
medium fn Northwestern Ohio that offers guided 
results. In a sense — put "Speedy" on as your Shot- 
gun Guard for Toledo's Christmas Spending. 




%\0(%f Broadcasting Company 

ton mm nii saus mgb m maoison m new kopk 



Represented Nationally 
by KATZ 



TV PROGRAMING 

(Continued from page 25 I 

moment I am in the market for a half- 
hour show. Since I've got several 
brand managers to deal with Tin pro- 
ceding cautiously. When \ ou re spend- 
ing $35,000 for a hookup and another 
$25,000 for a program, \ou can't af- 
ford to take a chance. As I've got it 
figured out. I'd rather buy into a show 
that's in 20th place than gamble on 
something new which could either land 
in the first 10 or wind up No. 50. 
W hat I'd rather do is bin talent plus 
insurance of success." 

Kadio-TV ilirector of an 
a ye net/ in the over 8'50-iniI- 
lioil el USS: "It's easy to ride on the 
tail of somebody else s success, but it 
takes courage and imagination for an 
agency to do a good selling job in be- 
half of something new for a client. 

"W e've got some T\ shows running 
on the networks, but, as an agency, 
we're not getting anything out of them 
for future use. They're all on film. All 
the agency does now in television, out- 
side of creating commercials, is hire 
expenshe supervisor) people to work 
with the film producers. W ith the pro- 
srains off in the film studios, it doesn't 
help TV directors or TV cameramen. 
It was quite different when the show 
was built up by the agency's staff and 
centered around the star and the direc- 
tor. The room for experimentation is 
missing. You spend the client's money 
with the feeling that you've retained 
little of value that you can apply to bis 
and \ our problems in the future." 

Id inein«t/c»r for ci cfriic; eoni- 
pffiii/; "Let's look at the case on the 
other i-ide of the ledger. With the 
prime periods loaded up. your best 
chance of getting as close as possible 
to a maximum audience is to bus a 
partnership on a substantial) rated 
program and pay the premium. You 
know, we could risk $100,000 to audi- 
tion four shows and likch come up 
with a zero. It may be worthwhile for 
such advertisers as Procter & Gamble 
and Lever, with their myriad of 
products, to stake themselves to new 
propertv and imestment in production, 
but we. with our method of operation, 
look for the minimum risk. I'd much 
rather, these days, take this tack: First, 
try to bin into a show on an alternat- 
ing arrangement, and. failing that, do 

SPONSOR 



The November Issue of 
^Jlie ^Jelevision 

covers the subject 
Situation 
Comedy f-^rog^ramd 
^Jelevision 



on 



Here is a study of all Situation 
Comedy programs appearing on 
television. In all, 22 Situation 
Comedy Programs are covered. 
Each program is analyzed to 
show (1) previous radio listen- 
ing, (2) present radio listening, 
(3) respondents knowledge of 
TV program, and, (4) regular 
viewing of program. 

Situation Comedy programs rated 
by respondents as "excellent" are 
analyzed to show why respondents 
give a program this rating. Iden- 
tical procedure is followed for 
programs rated as "poor". 

Additional information on Situa- 
tion Comedies is presented to 
show viewing by family members, 
preference of story or actors, 
reasons for watching, viewing by 
economic groups, etc. 

If you have any interest in Situa- 
tion Comedies on TV, here is a 
study you should have. 



>e3earc/i 
90 BAYARD ST. 

NEW BRUNSWICK, NEW JERSEY 
CHarter 7-1564 



what Buick did — take over a top-rating 
spot for my own show. You'll note by 
the ratings that they came out of the 
deal in great form." ( On the basis of 
TV homes reached the Nielsen report 
for two weeks ending 1 1 October gave 
the Buick show a rating of 58.6 as 
against 55.8 for Milton Berle, who oc- 
cupies the spot three weeks of the 
month.) 



An account executive who 
supervises three accounts 
active ill TV: "You can't blame an 
advertiser for not putting money be- 
hind a show he hasn't seen. The eco- 
nomics of television make the device 
of alternating with another advertiser 



"It is my firm belief that with ihe live 
show ... to some degree on the na- 
tional level and to a very great degee 
on the loeal level . . . rests much of 
the hope we all may have for the future 
of television. Your actor, writer, direc- 
tor . . . all the arehiteets and builders 
of the major television elTort . . . don't 
just grow like Topsy and appear on 
the spot when needed. They must he 
spawned and developed." 

PAUL PHILLIPS 
Radio-TV Director 
The Aitkin-Kynett Co. 

Philadelphia 

as Y&R has clone for Goodyear on 
NBC Sunday nights as smart an op- 
eration as current conditions dictate. 
Most people in this business I've found 
are still thinking in terms of radio 
when it comes to programs. In radio 
you figured that it would take a season 
for a show to establish a rating. That 
was good economics then. But compare 
the costs of your program and time 
then to what it costs in television to- 
day and you can't help but agree that 
BBDO and Y&R are on the right 
track." 



Radio-TV tlirector of an 
agency tloing S12 million in 
air media hillings: "One thing 
that seems to be overlooked in the 
chronic cry over the high costs of TV 
is that this, to no small degree, is due 
to the advertiser s insuring his own 
success. The advertiser will gamble 
anywhere from $5 million to $10 mil- 
lion dollars to put over a new product 
or brand, but, if you ask him to gamble 
$500,000 on a show, he's horrified. 
What's the result? He's paying all 
sorts of premiums on the 'surefire 



An Excellent 
Sales Position 
Is Available! 



A 5,000 watt CBS affiliate 
in a good Southeastern 
market wants an experi- 
enced salesman. His char- 
acter must be beyond re- 
proach and his selling rec- 
ord must be outstanding. 
Solid local station selling 
experience is an absolute 
necessity. 

Good draw against com- 
missions, opportunity for 
real producer to earn $10,- 
000. yearly in a happy at- 
mosphere. 



References and back- 
ground will be checked 
thoroughly. 



Send full information to 
Box 21, Sponsor, 
510 Madison 
New York 22, N. Y. 
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thing." Rather than develop his own 
propcrt) lie submits to all sorts of hid- 
den rusts in established or name prop- 
erties he bins on the outside. Among 
these hidden costs are rights and some- 
times a long line of people who at some 
time nun have contributed an idea 
here and there to the show s formula. 
It all adds up to lots of padding on 
the price, but if that's the *-ort of in- 
surance the advertiser wants he".- pac- 
ing a might) big premium for it." 

The foregoing reference to "hidden 
costs was checked with an executive 
of CBS. which produces such packages, 
either live or on film, as Amos n 
■Itifty. Our Miss Brooks, My Friend 
Irma. I Lore Lucy, and Life, with 
Luigi. Said "Norman Hadle\. comp- 
troller of the CBS television division: 
"There is quite a misconception about 
the budgetary breakdown of a package 
show. W hat puts the price where it is 
are the production elements, whether 
the program is live or on film. Royal- 
ties or rights are an insignificant part 
of the cost. Some of the creators of 
our shows, like Cy Howard (Irma and 
Luigi) share in the profits from the 
television version and these shares like- 
wise figure insignificantlv in the cost 
of the show ." * * * 




the New York station 
where listeners listen 
and sponsors sell . . . key 
station of MUTUAL 
Broadcasting System 



MERCHANDISING EXAMPLES 

( Continued from page 45 I 

bells musical jingles, and promoted 
the two Campbell network shows. 
Club 15 and Double or Nothing, heard 
on CFRN." 

Many of the same basic problems 
that plague L T .S. stations who offer 
merchandising also are real problems 
to our Canadian neighbors. Added 
CFKN's Miss McDonald: 

"A great deal of our merchandising 
depends on the cooperation received 
from the advertiser's local representa- 
tives. Many are able to suggest and 
assist to a wide extent and put the 
special merchandising promotion over 
the top. Others are not too interested, 
or do not partake of the plan, and of 
necessity the success of these schemes 
leaves much to be desired.'' 

WICAI and WFlfilt, Baltimore 

Like fingerprints, radio station mer- 
chandising plans are virtually never 
identical, anil rarely will two big sta- 
tions try to slug it out with similar 
merchandising arrangements. Accord- 
ingly, advertisers and agency timebuy- 
ers should check carefully even within 



a single market if they are on the 
lookout for a particular brand of mer- 
chand ising. 

Typical of the wide variations to be 
found within a large radio market are 
the merchandising efforts of two Balti- 
more outlets, 50 kw. WBAL and 5 kw. 
WFBK. Each goes its own way, and 
each has a plan which is quite unlike 
the other's, except for the basic simi- 
larities in any merchandising plan. 

WBAL. bases its merchandising cam- 
paigns primarily on a single, premium- 
rate program, Kitchen Karniral. A 
half-hour lunehthne show. Kitchen 
Karnival is aired twice each week from 
the Cold Medal Room of Baltimore's 
Creenspring Dairy ( one of the show's 
many sponsors), and goes on a road 
tour the other three days, playing at 
women's clubs, civic groups, ehurches, 
etc. Sponsorship is limited to food 
and household product advertisers, 
since the supporting merchandising is 
geared to promote such accounts. 

Kit Tvson. promotion manager for 
WBAL. summarizes this merchandising 
follow-up as "services w hich would cost 
advertisers considerably more were 
they to furnish them themselves.*' 

Briefly. WBAL backs up its Kitchen 
Karnival by having the station's mer- 



elnmdising stall call on a inininiuni of 
sonic 100 retail stores each week. 
There, the Y\ BAL-men plug new cam- 
paign!*, arrange for store displays, and 
stress the values of tie-in promotion. 
Cross-plugs in the merchants' own ad- 
vertising are secured to plug both the 
show and its' sponsors. Each week, a 
report on the distribution and move- 
ment of products sold on the show is 
prepared which contains information 
about competing brands as well as the 
WBAL-advertised items. Two broad- 
easts a week are luncheon shows, at 
which souvenir menus (autographed 
by the show s stars, Brent Gunts and 
Joe Croghan ) are distributed and 
which plug the various products of 
the show's sponsors. As the show- 
travels within WBAL s area, local gro- 
cers around the originating point are 
alerted to put on extra-heav) promo- 
tions. 

In contrast with the showcase variety 
of merchandising. WBAL's neighbor- 
ing station. WFBR. takes the broad ap- 
proach. "We treat all clients, insofar 
as possible, on an equal basis. We like 
to have the small-time buyer feel he is 
getting the same treatment the big 
fellow gets. But of course distinctions 
must be made. The man who spends 



$10,000, we feel, deserves a fuller share 
ol merchandising and promotion than 
the man who spends $1,000." \\ FBK 
Promotion Director Don Spatz ex- 
plains. 

Among the standard items in 
\\ FBB's bag of merchandising tricks 
are : 

1 1 I Featuring in a station-published 
retail newsletter, ''Trade Winds," which 
goes to some 900 grocer members of 
the Independent Retail Grocers Asso- 
ciation and/or some 600 Baltimore- 
area druggists, (2) plugs in the sta- 
tions published program schedules. 
I 3) window displays in the eight prom- 
inent windows in the WFBR Building, 
with the station often furnishing the 
display materials, f4) station ads in 
the local retail trade papers to remind 
retailers of WFBR-advertised products, 
(5) use of client products where pos- 
sible as prizes on local WFBR give- 
away shows, (6) access to the station's 
special direct-mail lists, as well as sta- 
tion-designed mailing pieces. (7 1 con- 
tinuing on-the-air and in-print publi- 
city and promotion. 

Across the nation Here's an ad- 
man's capsule "Cook's Tour" of other 



radio station nierchaiidisinu campaigns, 
from coast lo coast based on sponsor's 
recent sun e\ : 

East: In Providence. I!. 1.. elation 
WHIM backs up air advertising cam- 
paigns with a wide varietv ol merchan- 
dising aids, starting with direct mail 
campaigns to dealers, and continuing 
through window and counter display, 
newspaper ails, promotion announce- 
ments, truck banners, and the like, 
Bridgeport's W1CC ha* a flexible mer- 
chandising arrangement which includes 
similar supporting devices, and toward 
which the station allots 2' < of the gross 
of contracts ov er $3,000 w ith a contract 
minimum of $1,500. Reports WICC's 
Jay Holler: "This expenditure is flexi- 
ble only insofar as quantity is con- 
cerned, not quality," 

Although Philadelphia's big 50 kw. 
\VCAt T offers some merchandising as- 
sistance to all its network and spot ad- 
\ertisers, the station centers its extra 
promotions for advertisers on three 
participating shows, Housewives' Pro- 
tective League. Sunrise Salute, and the 
\\ CAl -created Shoppin' Fun. Designed 
for grocery and household advertisers, 
these three premium-rate shows include 
a sizable guaranteed merchandising 
campaign as part of the original pro- 




The only worthwhile investment is one 
that pays off. 

Advertising on WOR is really worthwhile ! 
For years, WOR has paid off with more sales 
for more advertisers than any other 
station in the country. 

WOR, the most sales-effective station in the 
U. S., serves 26,000,000 people in 14 states, 
and provides them with programs they listen 
to (WOR is first choice among listeners in 
both news and women's service programs). 

You'll find it worth your while to learn 
what WOR can do for you. 




' WBAL Presents a 
Mighty Advertising 
Merchandising Plan 




Strike twice at your 
customer with WBAL's 
unique OPERATION 
CHAIN-ACTION — at 
home with radio commer- 
cials, and at the point of sale. 

Food advertisers guaranteed 
powerful point of sale pro- 
motion in over 213 leading 
chain food stores coupled 
with the unequalled power 
of radio advertising for mass 
selling. 

Give your product's adver- 
tising that needed, doubled- 
barrelled impact with 
CHAIN -ACTION. Com- 
plete details on request. 

50,000 WATTS 

WBAL 

NBC IN MARYLAND 

Nationally Represented by 

EDWARD PETRY & CO. 



gram price. Shoppin Fun, incidental- 
ly, is a point-of-sale device in itself; it 
originates eacli day in one of 70 major 
supermarkets. 

South: Merchandising displays are 
a familiar sight in retail outlets below 
the Mason-Dixon Line. Richmond's 
WRNL hacks up its air advertising 
with a complete merchandising depart- 
ment, and uses such devices as: a sta- 
tion-published bulletin to some 550 lo- 
cal grocers, product displays, letters to 
retailers, newspaper audience promo- 
tion, ads in regional trade papers, and 
various publicity stunts for advertis- 
ers' programs. 

One of the South's big annual 
whoopdedos. the North Carolina State 
Fair was used recently by W'PTF, Ra- 
leigh, as a merchandising showcase for 
station clients. In the heart of the 
fair's midway section, WPTF set up a 
booth in the form of a country store, 
stocked it with air-sold product sam- 
ples, and gave them away as prizes to 
the fair s visitors in a dart game run by 
station personalities. Some 550.000 
people attended the fair. 

Midwest: Although WLW, Cincin- 
nati, stands out among Midwestern sta- 
tions which merchandise air advertis- 
ing, it by no means has the field to it- 
self. WSA1, for instance, in WLW's 
home town, has a smaller but equally 
aggressive merchandising plan which 
makes available to advertisers: direct 
mailings to retailers; display windows 
in the downtown area; "other services 
that might naturally crop up which the 
station could provide." according to 
WSAPs Vonne Monsell. 

Indicative of the fact that more ra- 
dio stations are daily joining the trend 
toward merchandising their air clients 
is a recent report from WMIL, Mil- 
waukee. This station has hitherto had 
no specific merchandising plans to of- 
fer. Now, WMIL has worked out a 
tie-up with a chain of giant supermar- 
kets in the area, to he called "Opera- 
tion Food." due to start on 1 January. 

Southwest: In the wide open spaces 
of the booming southwestern U. S., 
many stations — like KVOO, Tulsa; 
WFAA. Dallas. KNUZ. Houston— arc 
also offering merchandising aids. 

Typical of these is the merchandising 
assistance given by Amarillo's KGNC 
to its larger (mostly 52-week) advertis- 
ers. This is a package of sales assis- 
tance which starts with direct mail to 
retailers and continues through station 
displays, car cards, newspaper support, 



other promotional devices. Results for 
the station's advertisers, from Royal 
Triton Motor Oil with a transcribed 
Frederic W. Ziv Bold Venture series 
to Panhandle Feeders with a small spot 
campaign, have been excellent. 

Rockies: In Salt Lake City, sta- 
tions KDYL and KSL each have mer- 
chandising specialists. KDYL main- 
tains a two-man merchandising team 
who handle most of the usual merchan- 
dising devices, and who help promote 
to retailers the details of new national 
and local spot campaigns. KSL has a 
merchandising man who handles simi- 
lar details, and who helps in handling 
point-of-sale promotions for the sta- 
tion's advertisers. No charges are made 
by these stations for merchandising as- 
sistance. In Missoula, Mont., station 
KGVO provides similar merchandising 
services, setting up an annual cam- 
paign for the station's leading clients. 

West Coast : Merchandising is a 
growing factor in the air advertising 
done in the Pacific states. Since the 
West Coast is largely the home of 
modern supermarketing, these mer- 
chandising campaigns usually involve 
extensive tie-ins with the larger chains 
of self-service food and drug retailers. 
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AP NEWS -a "Natural' 
for New Stations 



"In our 2 years of operation, AP news 
has produced 20-25% of our gross 



revenue. 



if 



"Our first sponsor requested AP news 
. . . never any renewal problems." 




Wendell H. Siler I 

Manager I 

WRAD I 
Radford, Va. 



"Approximately 11% of«our air time is 
devoted to AP news programs. They're our, 
most salable product. And they stay sold 
because they produce results for spon- 
sors. Here's what sponsors say: 
Our'AP news appeals to all classes of poten- 
tial customers . . . Maintains good will with 
present customers . . . Gives us added prestige 

...Our most effective advertising .-. . Brings 
in the traffic , , .dicesds all expectations. " 




Thomas A. Rogers 
General Manager 
WCLT 
Newark, Ohio 



*Since we went on thie dir five years ago, 
we've had a waiting list of sponsors for 
AP news. Obr 48 weekly AP newscasts are 
completely sold out A typicaj AP spot has 
a rating of 19.2 compared to the nearest 
competitor's 2.2. In addition-to spot news, 
AP's various feature programs sell readily 
— much as 'Sports Memory' sponsored 
five days a week? by a brewery." 



For full information on how you can put Associated Press news to work 

far you and your sponsors, contact your AP Field Representative or write RADIO DIVISION 

THE ASSOCIATED PRESS 

50 Rockefeller Plaza, New York 20, N.Y. 




Hundreds of the country's finest stations announce with pride 

"THIS STATION IS A MEMBER OF THE ASSOCIATED PRESS." 



i 




Where Broadway 
crosses "Main Street" 



The curtain goes up on Broad- 
way and people in towns and on 
farms across the country can 
watch from front row center on 
their television sets. 

Seven short years at>o the first 
intercity television broadcast, 
using today's methods, took 
place between New York and 
Philadelphia — a distance of 95 
miles. Since then the Hell System 
has expanded its network until 
today it contains over 30,000 
channel miles. 

This expansion required great 
investments of ingenuity, effort 
and monev . Vet the cost of the 
service is low. Hell System charges, 
for the use of its intercity televi- 
sion facilities, average about 10 
cents a mile for a half hour. 



(,M BELL TELEPHONE SYSTEM 



PROVIDING TRANSMISSION CHANNELS 
FOR INTERCITY RADIO AND TELEVISION 
BROADCASTING TODAY AND TOMORROW. 
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Th*» major radio networks 

Once the province of local stations who 
merchandised only their spot accounts, 
merchandising in t lie I .S, has in the 
past two seasons begun to reflect the 
entrance of the major radio networks 
into this field. Three of the four lead- 
ing networks have merchandising cam- 
paigns in operation, which show up at 
the local level as an increasingly im- 
portant part of station merchandising. 
I For the development of this trend, 
see "The new network merchandising 
era is here," sponsor, 17 December 

1951. and "Fall Facts" issue, 14 Juh 

1952. ) 

Here's the latest round-up of infor- 
mation regarding merchandising cam- 
paigns by the major radio webs, as 
SPONSOR went to press: 

ABC W hat was true a year ago of 
ABC s merchandising plans still holds: 
the network is doing some heavy think- 
ing, but has nothing read) to pitch to 
advertisers and agencies. One thing 
that has held up ABC's plans has been 
the proposed ABC-l FT merger. Lntil 
this is settled, ABC doesn't want to 
get involved in merchandising plans 
which may have to change drastically 
as program structures, local lie-in pos- 
sibilities, and advertiser line-ups are 
possibly altered by the blending of a 
leading network with a leading movie 
theatre chain. 

CBS Although CBS Badio helps to 
organize some merchandising plans for 
clients in several key markets, the Co- 
lumbia web has no over-all plans for 
network-level merchandising. That's 
the latest from Administrative V.F. 
Lou llausmau of CBS Radio, who add- 
ed: "We've been surveying the whole 
field of merchandising recently, and 
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listening to a lot of opinions on the 
subject from our affiliates. If we have 
a merchandising plan in the future, 
we want it to be a lot more than 
double-talk." 

Generally speaking. CBS Badio".* pol- 
icy, according to Lou Hausinan. is to 
build sizable audiences for the network 
as the primary' promotional target. Vf- 
ter this is done, then CBS is likely to 
start organizing a sizable merchandis- 
ing plan, but not until then. Mean- 
while, merchandising will be on a mar- 
ket-by -market basis. 



MBS Having staged a successful kick- 
d(T to its latest network merchandising 
plans with its ""Look Mom — It's a pic- 
nic!" promotion last July. MBS is now 
lining up such omnibus promotions on 
a regular basis. '1 be ''Look Mom 
operation, which for two weeks plugged 
a long list of MBS clients' products in 
over 4.000 stores of the Independent 
Grocer's Alliance, plus on-the-air and 
in-store promotions, racked up a real 
success for the network's merchan- 
disers. An over-all sales increase of 
25' (' was found above the previous 
two weeks, and 10 MBS-plngged brands 
had averaged sales increases of more 
than 14'; . 

Upcoming now from MBS are more 
in-store merchandising promotions. 
A round Valentine's Day. MBS plans to 
have a "National Wife \\ eek" promo- 
tion in some 5,300 IGA food outlets 
(total annual volume: around £1 bil- 
lion). The theme will center on giving 
wives a wintertime vacation through 
the use of easy-to-prepare meals — 
using, of course. MBS-sold products. 
Store displays, signs, stickers, book- 
lets, and other point-of-sale material 
will be used. Oilier short-term schemes 
should be due about four times a year. 



including effort* in drug Mure*. 

Mutual makes no extia charge* for 
its network merchandising sen ices. 
But. as MBS Y.F. Hal Coulter points 
out: "We will always treat tin* func- 
tion as an adjunct that makes radio 
work more productively for the adver- 
tiser — not as an end in it*elf. nor in a 
role dominant above the radio medium 
we are selling." 

NBC For a full season now. NBC Ba- 
dio has had a heavy merchandising 
plan rolling, which does not limit it- 
self to store promotions, but trie* to 
do (via NBC affiliates) the kind of job 
that WLW and others ha\e long done 
at the local level. The basic NBC 
plan, a continuous one. includes: 

I 1 ) Consumer panels to test new 
products and provide local research 
data. 12) spot surveys of store condi- 
tions and to chec k the success of the 
promotions. (3) display work, in which 
NBC's merchandising team I 12 men 
located centrally in key markets I and 
station n« rchandisers help to convince 
retailers that N BC-sold product* should 
be promoted and displayed well. (4) 
special NBC-created point-of-sale ma- 
terial for in-store use. (5 1 attendance 
by NBC men and/or station men at 
sales meetings, and t6| monthly drug 
and grocery bulletins. 

'Ibis NTH' merchandising is done 
primarily In NBC affiliates, with the 
network keeping a yvatchful eye on the 
proceedings. Some radio and T\ 
product iproniotions have been done 
to date for major clients such as Miles 
Laboratories. Fabst. Armour's Dial 
Soap. Hazel Bishop, and the like. No 
extra charges are made by the net- 
work for such merchandising. 

Since the merchandising is largely 
up to the stations I with N BC hatching 




Advertisers clamor for 

CHRIS EVANS' 

additional half hour 

1.00 to 1.30 P.M. 




50,000 WATTS 
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be sure it's available before you try to buy it! 



Average ratings that belong to somebody else won't do 
you a bit of good! When you schedule spots for Los 
Angeles, San Francisco and San Diego, be sure the ratings 
quoted to you are for sale. 

When Don Lee tells you about ratings they're ratings, 
not averages. You can buy them and they will start selling 
for you. Our great variety of excellent programs consis- 



tently gives you the best choice of availabilities. To clinch 
it, Don Lee's lower station rates give you complete cov- 
erage at a lower cost per thousand families reached than 
any other advertising medium! 

So, to get real availabilities... not giant cardboard cones 
...rely on your Don Lee or Blair man when scheduling 
advertising for Los Angeles, San Francisco and San Diego. 



KHJ KFRC KGB 



, i ) j \ • • 

LOS ANGELES 

5000 W 930 kc 




SAN FRANCISCO 

5000 W 610 kc 




SAN DIEGO 

1000 W 1360 kc 



Represented Nationally by JOHN BLAIR 
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the plans ) , some stations naturally do 
better than others, depending on their 
merchandising experience. But the 
great majority of NBC affiliates are 
now providing some form of merchan- 
dising aid for network clients. 

Interestingly enough, many NBC TV 
affiliates are doing a merchandising 
job, too. It's felt that they are keep- 
ing a canny eye on the day when the 
increasing number of video outlets will 
mean stiffer over-all competition, and 
that they're making merchandising hay 
while the sun shines. 

Moreover, the TV stations have 

turned toward merchandising on the 

theory that it is only by means of 

close cooperation at the point-of-sale 

that a medium can keep track of the 

sales impact it is making. Relatively 

early in TV history these stations want 

to help build up documentation of sales 

effectiveness against the day when it 

mav be needed as sales ammunition. 

★ * * 



RECOMMENDATIONS 

(Continued from page 47) 

Stations should be careful how they 
'sell' their merchandising and not try 
to close deals on the basis of how much 
they're willing to throw in for free." 

A statement aimed at both buyer and 
seller is due to come shortly from the 
American Association of Advertising 
Agencies. Part of a planned 4 A's code 
of practices to be observed in agency 
dealings with air outlets, the gist of 
it will be as follows: 

"An agency may properly accept 
any amount and kind of merchandising 
cooperation a radio or television sta- 
tion volunteers. However, it should 
not demand or encourage free services 



that are not a proper function of radio 
and TV stations, or which are in excess 
of what is generally regarded by radio 
and TV stations as proper. Merchan- 
dising costs unfairly shifted to broad- 
casters would have a tendency to in- 
crease rates for all advertisers, whether 
or not they use such services.'' 

What advertisers can do to 
work closely with stations 
which do merchandising Here- 
with is the consensus from a number 
of sources — including station and net- 
work executives, agency executives, 
clients, and reps — which SPONSOR pre- 
sents as a possible guide to advertisers 
in entering a merchandising arrange- 
ment : 

1. Know what you want and need 
before asking stations for it. 

2. If you need more merchandising, 
discuss it with a station. Avoid pres- 
suring them with a contract as bait. 

3. Be prepared to pay extra in some 
cases for extra services. If your whole 
selling strategy hinges on merchandis- 
ing, shopping around for shows which 
offer guaranteed merchandising, at a 
premium price, of a sort which fits your 
needs may be the answer. This will 
avoid starting out on a merchandising 
campaign with bad feeling on both 
sides. 

4. Don't insist on a special brand of 
merchandising tailored for you alone 
if a station has some kind of special 
'"omnibus" promotion into which your 
product will fit nicely. Often, a ride 
on such a bandwagon is as useful as 
a solo flight. 

5. Don't be unreasonable in mer- 
chandising demands. Remember, you're 
buying radio, an important ad medium. 
You aren t buying store promotions. 

★ ★ ★ 



ROUND-UP 

(Continued from page 65) 

in November 1925, and it has not 
missed a Saturday night show since. 
Among other guests, more than 650 
disk jockeys were invited to attend the 
anniversary broadcast at the Ryman 
Auditorium in Nashville, and a special 
reception afterwards. R. J. Reynolds 
Tobacco Co. sponsors the half-hour 
network portion of the show (the ac- 
tual show runs four and a half hours 
every Saturday night, from 7:30 p.m. 
to midnight, and is broadcast locally 
in its entiretv bv WSM, Nashville). 
* * * 

The sight of the new TV facilities 
going up — for newly licensed as well 
as at already established stations — is 
becoming an increasingly common one 
all over the country. WAVE-TV in 
Louisville is one of many stations pre- 
paring to increase its coverage next 
year. It will change channels (from 
5 lo 3). will go to 100,000 watts— 




around 1 February 1953 — and will 
cover 50% move homes than it does 
now. The ground-breaking ceremonies 
for WAVE-TV's new tower and trans- 
mitter took place last month atop 
1.000-foot Bald Knob. Among those 
present were (standing in photo fore- 
ground, 1. to r.) : Charles Leonard. 
WAVE treasurer; George W. Norton 
Jr., president, WAVE; Nathan Lord, 
manager, WAVE: General Richard 
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STUDEBAKER CORP. 

has renewed for 
the sixth straight year 




John Biair & Co. 
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SPONSOR MAGAZINE 

f-^aijS ^Jribittc .... 



Do t/ie 

MEDIA BUYERS ASSOCIATION 
OF NEW YORK 



an J to the 

WOMEN BUYERS of space and Radio-TV 

time who are now being welcomed into 
the Media Buyers Association. 



■■ 
■■ 
- 



SPONSOR MAGAZINE commends the organization 
for this forward step, and salutes these women who have so deservingly earned 
an important place in one of the foremost functions 
of the advertising profession. 



■A 
■1 
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Howzie, assistant commandant, Fort 
Knox; Mayor r arusley , Louisville: 
Mayor Frnie, New Albany. Indiana; 
Mayor Hudeupyle, JefTersonville, hid. 

* # * 

\ational pollsters notwithstanding. 
WAGE in Syracuse claims near l()O f /t 
accuracy in the political poll conduct- 
ed in connection with its Open Mike 
programs previous to the recent elec- 
tions. After interviewing over 350 
Syracusans on their Presidential pref- 
erence, the WAGE poll showed Eisen- 
hower would get 65 ' f of the Syracuse 
vote. On 4 November, he did. For 
I . S. Senator, the poll gave Irving 
Ives 64Cr ; official election results 
showed Ives received exactly 64 v /< . 
The only office WAGE's poll missed 
hitting on the nose was Congress, with 
Republican H. Walter Riehlman get- 
ting 50 ' (' of the vote — l'r less than 
he made on the poll. The Open Mike 
programs were sponsored by the Bar- 
ry Oil Co. of Syracuse. 

* «■ * 

Ever since the days of "Miss Hush," 
mystery-voice contests have regularly 
been invading the airwaves. KNX, Los 
Angeles, is utilizing such a contest for 
the purpose ol hypoing listening as 
well as to learn more about why peo- 
ple listen to the station. The contest, 
which started on 17 November, fea- 
tures the voice of a well-known per- 
sonality — a woman — who speaks a 
brief sentence several times a day on 
the station. Clues to her identity are 
given daily on several KNX programs. 
Along with their guess as to the lady's 
identity, contestants must submit a slo- 
gan of 15 words or less telling why 
they listen to KNX. First prize win- 
ner will get a $1,000 mink stole; oth- 
ers, a Las Vegas vacation trip, a gas 
range, a diamond wrist watch. * * * 
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CBS SPOT SALES 

[Continued from page 29) 

primarily examples of bow a gradually 
growing fund of research knowledge 
shaped CHS Radio Spot Sales selling 
to advertisers. Selling today in radio 
and television is so intimately associ- 
ated with bar charts, surveys, statis- 
tics it's hard for even veterans to re- 
member the days when station coverage 
data was often determined by merely 
drawing a circle around the home city 
with a simple compass. 

From the first. CBS Radio Spot Sales 
came into the business committed to a 
get-t he-facts policy. Working closely 
with the network research department 
at first and later serviced in addition by 
its own research stall I after 1941 ) . it 
has been able to gather increasingly de- 
tailed data to guide advertisers. 

One of the first trade-paper ads ever 
placed by the organization in October 
1933 reflects the research-based selling 
approach. The ad. headlined ''Some- 
body asked about WCCO."' tells about 
the Minneapolis stations in terms of 
( 1 ) coverage, offering to submit a de- 
tailed map of primai\ and secondary 
listening areas; l2i comparative popu- 
larity based on a survey: (3) size of 
the regular audience. In that day CBS 
Radio Spot Sales was thus stressing 
coverage studies, which eventually 
grew into the BMB. and qualitative lis- 
tening reports. 

Contrast this approach to selling 
with the time-brokerage system then 
still being practiced. 

A time broker went to clients and 
sold a campaign in a specified number 
of markets which he then promised to 
deliver. Not having an exclusive rep- 
resentation contract with any one sta- 
tion in those markets, he would in some 



cases throw the business open to bids 
from all the stations in the markets in- 
volved. In some instances loo, time 
brokers literally bought business by 
plowing back part of their commissions 
in extra payments to agencies. It was 
partially out ol discontent vvith such 
practices that stations turned to exclu- 
sive national representatives like CBS 
Radio Spot Sales. Rut more important 
was the desire of the station> for devel- 
opment of a national selling force 
equipped with detailed facts to sell by. 

I{<?.se»cir«*li milestones In con- 
trast to time-brokerage tactics. CBS 
Radio Spot Sales, along with other rep- 
resentatives then entering the business, 
set out in 1932 on a one-station-per- 
niarket basis. At the outset it repre- 
sented the following: WBBM. Chicago: 
KMOX. St. Louis; WCCO, Minneapo- 
lis-St. Raul: WJSV, Washington, now 
WTOR: WKRC, Cincinnati; WRT. 
Charlotte; WPG. Atlantic City, now off 
the air: and the Don Lee Broadcasting 
System. 

Here are some of the CBS research 
developments which were taken from 
the network and applied to selling these 
stations. (They are drawn from a 1944 
CBS presentation called "How CBS is 
taking the guesswork out of radio." I 
I it ft I Shortly before inception of its 
rep organization, CBS launched an area 
study for each of its stations. Primi- 
tive though the methods were, they laid 
the foundation for today "s coverage 
studies. Stations simply asked listeners 
over the air for letters reporting on re- 
ception. From the replies came area 
mail maps representing intensity of lis- 
tening. The mail studies were repeated 
in 1933 and used as a basis for CBS 
network coverage maps of the entire 
country. 
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1035 The technique was refined that 
year with separation of the day and 
night audiences and the offer of a pre- 
mium in return for response. Separate 
announcements were made for day and 
night audiences in order to gauge dif- 
ference in coverage before and after 
dark. 

li)37 Coverage was determined by 
personal interviews. (Subsequently, in 
L939, the method was discarded.) 
Dealers were interviewed by mail to de- 
termine zones of station influence. 
1039 An analysis was made of the 
different techniques used till then to 
measure coverage and out of this came 
the controlled mail-ballot technique. 
This was the greatest advance to that 
date in coverage measurement, re- 
scarchmen now agree. The initial study 
(actually made in 1940) provided the 
first county-by-county breakdowns of 
circulation and allowed advertisers to 
allocate their budgets scientifically for 
the first time. 

1940-14 In 1940, 1912. and 1944 
CBS conducted full-dress coverage 
studies by the mail-ballot technique, 
giving its stations data similar to that 
provided by the first BMB in 1946. 
(The BMB technique was based on the 
approach pioneered by CBS.) 

1042 The CBS-sponsored Gill Roster 
studies were the first recall analyses of 
non-metropolitan areas covered by sta- 
tions. They extended the scope of audi- 
ence research beyond the five-cent call 
zone. 

1043 CBS Kadio Spot Sales began its 
series of annual diary studies which 
provided qualitative data never before 
available in detail on a station's lis- 
teners, including audience composition, 
audience flow, audience turnover, etc. 
1947 The CBS stations in New York, 
Boston, Los Angeles bad their pro- 



grams studied on location on a second- 
by-sccond reaction basis through use of 
the Stanton-Lazarsfeld Program Ana- 
lyzer. (Washington and Chicago sta- 
tion shows were studied in New York 
via disks.) Applying information 
gained from program analvsis studies, 
the CBS Radio Spot Sales stations pio- 
neered in mood and block programing 
and tailoring of shows to meet the spe- 
cific needs of sponsors. Stations whose 
programs were not analyzed received 
the benefit of the facts uncovered 
through periodic reports. 

Among other notable milestones in 
research w hich the network made avail- 
able to help sell CBS Radio Spot Sales 
station* was a study correlating listen- 
ing and buying. Taking place in Co- 
lumbus and Boston in 1941, it showed 
that sales were much higher to a spon- 
sor's product among regular, frequent, 
or occasional listeners than among non- 
listeners. 



The 1048 FCC hearing CBS Ra- 
dio Spot Sales ran smack into one of 
the bitterest intra-industry controver- 
sies of all time when it expanded its 
representation to various selected CBS 
affiliates in 1947. The reaction against 
this move served to do two things: 

1. For the first time in the history 
of the business non-network reps — who 
had preferred always to stay clear of 
any collective problem discussions — 
rallied together to fight in a common 
cause. 

2. Also for the first time in the his- 
tory of the business the FCC in 1948 
hauled a network before it to defend 
the operations of a sales adjunct. How- 
ard S. Meighan, CBS vice president, 
who was chiefly responsible for the ex- 
pansion, was chief witness for CBS. 



In Boston 




BOB CLAYTON'S 
' Boston Ballroom' 

is the town's top 

"DJ" Program 



on 




The "monopoly" hearing— focused 
on CBS Radio Spot Sales' expansion 
stratagem — turned out to be one of the 
longest FCC hearings held up until then. 

CBS Radio Spot Sales did little more 
expansion in the way of adding stations 
to its list, but out of the controversy 
there came certain expansions of serv- 
ice between other reps and their sta- 
tions for which the CBS subsidiary 
could take credit. Reps went in more 
for research, the selling of programs — 
in addition to just time- more frequent 
on-the-road contacts with their stations 
and an altogether closer relation-hip 
which has since paid off in rich divi- 
dends. 

Stations today The following sta- 
tions and regional networks are today 
represented by CBS Radio Spot Sales: 
WCBS, New York; WBBM, Chicago; 
KNX. Los Angeles; WCAU, Philadel- 
phia; WEEI, Boston; KMOX, St. 
Louis; WCCO, Minneapolis-St. Paul; 
KCBS. San Francisco; WBT, Char- 
lotte; WRVA, Richmond; WTOP, 
Washington: KSL, Salt Lake City; 
WAPI, Birmingham: Columbia Pacific 
Radio Network; Bonneville Radio Net- 
work. 

Executives There are 81 employees 
in the organization today. Names and 
titles of executives follow: Heading up 
the operations, General Sales Manager, 
Wendell B. Campbell; Western Sales 
Manager. Gordon Hayes; Eastern Sales 
Manager. Henry R. Fly mi; Manager 
Sales Development. H. A. Carlborg: 
Manager Sales Promotion, Guy Cun- 
ningham: Manager Research. Richard 
F. Hess: Manager San Francisco Office, 
Hugh Stump; Manager Los Angeles 
Office. Ed Larkin : Manager Detroit 
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SELL CANADA 
THRU CALDWELL! 

*★*****★■*•*★** 

Offering a complete distributing service 
for your Radio and TV Productions 

—Active Salesmanship 
—Full Scale Promotion 

**★★★★******★ 



Our countries speak the same language . . . but 
there are conditions and methods peculiar to both. 
Your productions are best presented to advertisers 
and broadcasters in a manner readily accepted and 
endorsed in Canada. ITs a specialized assignment 

needing specialized, on-the-spot handling. 

It pays to Call Caldwell for North of the Border 
selling! 

We are Canadian sales representatives for V. S. 
program producers. We ensure Coast to Coast 
Coverage thru oar nation-wide chain of reps and 
offices. 



CONTACT CANADA'S FASTEST-GROWING PROGRAMMING 
SERVICE . . . TODAY! 




Head Offices— 150 Simcoe St. • Sales Offices— Penthouse, Victory 
Bldg. • Commercial Studios — 447 Jarvis St. (across from CBC-TV) 



TORONTO 



Office, Ralph Patt: Manager Memphis 
Office, H. H. Holtshouser; Manager 
Contract Department, Grayce Mac- 
Donald. 



/lftfiitttt Many CBS station and net- 
work executives have come out of CBS 
Radio Spot Sales. The list of 23 alumni 
which follows includes five CBS. CBS 
Radio, or CBS I V vice presidents: 

Howard S. Meighan. Vice President, 
CBS, Inc.; J. L. Van Volkenhurg. Vice 
President. CBS and President. CBS TV : 
J. Kelly Smith. Administrative Vice 
President. CBS Radio: Carl J. Burk- 
land. Director. Station Administration. 
CBS Radio: Arthur Hull Hayes. Vice 
President in Charge of CBS San Fran- 
cisco office: Merle S. Jones, Vice Presi- 
dent in charge of Stations and General 
Service, CBS TV; Thomas H. Dawson, 
General Sales Manager, CBS TV Spot 
Sales; A. E. Joscelyn. Director of Op- 
eration-. CBS Hollywood; \V. Eldon 
Hazard. Sales Manager. CRS Radio; 
William Hylan, Eastern Sales Manager, 
CBS TV; Ernie Shomo. Western Sales 
Manager of CBS Network Sales and 
Assistant General Manager of WBBM : 
Roger K. Huston. Assistant Western 
Sales Manager. CBS Radio Network: 
Kingslev F. Horton. Pacific Sales Man- 
ager. Radio and TV Network Sales: 
William D. Shaw. General Manager, 
KNX-CPN; Harvey Struthers, General 
Manager. WEE1; Edwin W. Buekalew, 
General Sales Manager, KNX-CPN ; C. 
Oilman Johnston. Sales Manager, 
WBBM; George Dunham, General 
Sales Manager. WCBS-TV; Emmett J. 
Heerdt Jr.. General Sales Manager, 
WEE1 ; Ole G. Morhy , Manager West- 
Division, Station Relations. Radio 



ern 

and TV; Fred J. Mahlstedt, Director 
of Operations, CBS T\ Film Sales; 
Wilbur S. Edwards, General Manager, 
CBS TV Film Sales; George L. Mos- 
kovics. Manager TV Development, 
CBS. Hollywood. * * * 



'It's easy to do business with Caldwell!" 
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• INTERNATIONAL REPORT TO SPONSORS 



. . . INTERNATIONAL REPORT TO SPONSORS • • • INTERI 



South African 
expert lists 7 
tips on using 
foreign radio 



9 Aussie, Fiji 
stations name 
PABC U. S. rep 



3,660,000 radio 
homes, 148,647 
TV sets in Canada 



First Hawaiian 
TV station to 
debut this week 



Mann heads 
Adam Young unit 



Canada pressured 
to lift ban on 
private TV 



Camay, Camels 
report sell-out 
in Liberia 



Mexico bans 
exotic dancers 



S even tips to sponsors on using international ( across-the-border ) 
radio from Col. Richard L. Meyer of Davenport &. Meyer, Johannesburg, 
commercial managers of Lourenco Marques Radio: (1) Check your cover- 
age where possible. (2) Avoid stations which broadcast in several 
languages daily; they can't build listening loyalty. (3) Make sure 
you pay established rates. (4) Right time slot is more important than 
program. (5) Adapt program style to listening habits of country. 

(6) Have commercial copy prepared locally if experts are available. 

(7) Use live commercials where possible. (Full SPONSOR foreign radi o 
report forthcoming. ) 

-IRS- 

Pan American Broadcasting Co., which reps Lourenco Marques, has been 
appointed U.S. rep for Amalgamated Wireles s (non-connected) group of 
9 stations, including ZJV of Suva, Fiji, and these 8 in Australia: 
2CH, Sydney; 3B0, Bendigo ; 4T0, Townsville ; 4CA, Cairns; 4WK, Warwick; 
2GN, Goulbourn ; 2AY, Albury ; 2GF, Grafton. Maximum power permitted: 
2,000 watts in rural areas, 1,000 watts in metropolitan. 

-IRS- 

Radio-TV Mfrs. Assn. of Canada reports 3 38,541 radio s ets sold in 
Canada this year through September, as a gains t 70,209 TV sets. (TV 
began 6 September. Total radio homes: 3,660,000 (94.4%). Total TV 
sets: 172,278 to 31 October. 

-IRS- 

Adam J. Young Jr. says 50% of Hawaii a n business is still handled b y 
export agencies or domestic agencies' foreign departments. So Inter- 
national Report will list occasional radio-TV items. Latest: KGMB, 
Honolulu (Free & Peters), first U.S. off-shore TV station, scheduled 
to go on air this week , affiliated with ABC 1 December. (SPONSOR'S 
complete Hawaiian radio report due soon.) 

-IRS- 

Stephen A. IS t eve) Mann is general manager of newly founded interna- 
tional division of Adam J. Young Jr. Came to firm July 1951. 

-IRS- 

Pressure to have Canadian Govt, lift ban on private TV stations in- 
creasing. In recent weeks Liberal Advisory Council, Canadian Assn. of 
Broadcasters and Assn. of Canadian Advertisers have sent separate 
appeals to Ottawa. Strongest argument: Private TV is cheaper. 

-IRS- 

Camay and Camels recently cancelled time over ELBC, Monrovia, Liberia's 
only commercial station, b ecause air plugs sold out stocks before 
fresh supply arrived from U.S. Other ELBC sponsors: Pan American 
Airways, Air France, Sears Roebuck, Rheingold Beer, Shaeffer Pens, 
evangelist Billy Graham. Pan American Broadcasting is rep. 

-IRS- 

Mexican Govt, first banned exotic dancers on TV, then closed night- 
club for permitting male and female wrestling, in clean-up drive. 
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The upstairs radio 

Not so long ago an ad agencj re- 
search executive was surprised on lift- 
ing his phone receiver to find he was 
being surveyed b\ a rating service. 
"What station are you listening to 
now?" asked a pleasant voire. The 
research man answered. "None. ' 

But a few minutes later he discov- 
ered that upstairs in the bedroom his 
wife had been tuned in to a show. 

This incident brought home sharply 
to the researcher the difficulty of mea- 
suring all The radio listening that takes 
place in a home. 

sponsor, too. has been impressed 
for some time with the difficulty of 
making sure that radio listening done 
in children'^ rooms upstairs bed- 



rooms, dens, and even in the bathtub 
is duly reflected in ratings. And, since 
research studies show that more and 
more radio listening takes place out- 
side the living room, such measure- 
ment become- increasingl) important 
if advertisers, stations, and networks 
are to lie sure of obtaining a full and 
accurate count of radio listening. 

For example, by I he end of 1952 
there will bo about five million clock 
radios in use. Studies reported to 
sponsor by Teleehron. which turns out 
the timing device for most clock ra- 
dios, indicate that \irtually all clock 
radios are used every day by their 
owners. The ownership of clock ra- 
dios, which are mainly used in bed- 
rooms, is growing rapidly. Hut are the 
rating services growing along with dis- 
tribution of sets around the home? 
Are they adding to their techniques 
for measuring this listening ? 

The problem, as SPONSOR scans it. 
is largely one of money. It patently 
would entail a much bigger expendi- 
ture to conduct a full measurement 
than the partial measurements now in 
existence cost. We wonder whether it 
would not re in the interests of the 
radio industry as well as sponsors for 
the rating services to examine the costs 
of full measurement and present some 
new proposals to the buyers of rating 
services. 

One hope for the future may be the 
fact that multiple-set measurement will 



come within the ken of the American 
Research Foundation's current four- 
group study of radio and television 
ratings. Out of the probing might 
come suggestions for a pattern to en- 
compass methods for measuring multi- 
ple sets in the home. 

Another step forward may come 
about the time you read this. The A. 
C. Nielsen Co. was compiling, at spon- 
sor's presstime, figures from its Niel- 
sen Coverage Study which will provide 
a breakdown of the number of multi- 
ple-set homes in the U. S. Nielsen feels 
that with these figures in hand it will 
have, for the first time, an accurate ba- 
sis for analyzing the multiple-set mea- 
surement problem. The NCS sample 
included 100.000 homes. 

Re bigots and newscasting 

John Crosby, in one of his recent 
columns for the N. Y. Tribune, dis- 
closed that pressure groups were be- 
ginning to work their havoc on straight 
news programs. They were objecting 
to air reporters giving the other side 
of the news. 

It might be a good idea for an or- 
ganization like the X \RTB to do some 
probing of its own to find oul whether 
its own score coincides with Crosby's. 

If it does. Harold Felb-^s could do 
the industry a big service by making 
it his major theme when playing the 
chicken -and-ice-cream circuit. 



Applause 



Straight talk from an adman 

Paul Provandic of the Hoag & Pio- 
vandie agency spoke recently before 
an NARTK gathering in Boston, lie- 
cause of their crisp candor, some of 
his remarks merit reflection. 

Provandic recounted how his agen- 
cy had run a campaign of 12.500 an- 
nouncements on 79 radio stations with- 
in five weeks for a client who had just 
switched from TV, and how the satura- 
tion idea built up into an extraordinary 
•^ales count for the advertiser's dealers. 
Then he told of some of the practices 
he encountered from competitive sta- 
tions and what he thought of their 
behavior: 

"After the campaign was set. we 
got phone calls from all over the coun- 



try from stations. Some would say, 
"You're not paying ST. 50 a spot on 
another station when we can give it to 
you for $4 a spot?' Other stations 
tracked down local salesmen for our 
client and told them. 'We've got a spe- 
cial rate for you, so why pay more on 
another station? 

"We don't like undercover deals. 
Naturally, we want value for our cli- 
ents and we want to pay a legitimate 
amount for the time we get. But let 
me tell you what happened in this 
case. The budget was approved at na- 
tional rates. However, when we set 
out to buy, the offers of deals started 
rolling in. The net result was this: 
Only 21 out of the 79 stations used 
ended no getting national rates, and 55! 
stations deprived themselves of $24,000 



in revenue over the five-week period. 

"We are aware of the faults in the 
agency business too. but we. in our 
agency, are strong for hewing to the 
straight line. 

"You shouldn't sell radio short, but 
what happens is that station people are 
constantly coming into our office do- 
ing that very thing. The impressions 
they seem to convey is: 'If you clients 
have extra money and don't care par- 
ticularly for concrete results, why don't 
you give us the appropriation for ra- 
dio?' We know that if agencies do 
their job right, radio sells merchan- 
dise. What Fd like to see is some 
standardization of ra'.es in radio. It 
would benefit us all — stations, agen- 
cies, and clients." 
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THE 

AL MORGAN SHOW 

with 3% million 
sales impressions a week!* 



^ BESr 



ON 



WLW 



< 
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WLW Television 



WLW-T WLW-D WLW-C 



CINCINNATI 



DAYTON 



COLUMBUS 



Al's back and still beating the keyboard 
in the fascinating windmill style that 
kept his network ratings riding high! 
And he's back pulling an average of 
309,168* viewers a day in WLW- 
Television's rich 3-city market. 

Average weekly rating— Cincinnati 
22.2* 

Average weekly rating in all 3 cities 
17.3* 

3 peak week-days, Tues., Wed., Thur. 
19.9* 

Nearest competition, well established kids' show 
11.4* 

Competition fades away when AI moves 
into the spotlight. And there's further 
proof of the Al Morgan magnetism. 
Thousands tune in specifically to watch 
his show, 7:00 P.M., Monday through 
Friday. 

Average sets in use preceding y 4 hour show 
24.4%* 

Average sets in use during his shaw 
34.7%* 




Let Al Morgan 
sing a Song of 
Sales for you ! 



AR B (American Research Bureau) 
October, 1952 



Saltt Office! : CINCINNATI, DAY ION, COLUMBUS, CHICAGO 
NEW YORK, HOLLYWOOD 



f ant to Stretch your Coverage? 





We Keally Pull in 



"DMelandl 



I 



WGOV KWEM WJIV WEAS 



Valdosta, Go 



5000 WATTS 



We$f Memphis Ark. 
Memphis, Tenn. 

1000 WATTS 



Savannah, Ga 



1000 WATtS 



Atlanta "D*.cofur, Go 
10,00# WATT'S 



CALL rOUR NEAREST 
FORJOE OFFICE 0* STARS, 
CAN-OLE R MtimMG 
ARANTA, GEORGIA 




